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Bryan Houston Bows Out of Colgate's 


Agency List After Losing Ajax Slice 


Gives Up $2,000,000 
in Cashmere Billings; 
May Seek Big Soap Client 


By Lawrence Bernard 


New York, July 23—At 9:30 
yesterday morning two executives 
of Bryan Houston Inc. announced 
themselves to E. H. Little, chair- 
man and chief officer of Colgate- 
Palmolive Co. They had with them 
a two paragraph release stating 
that Bryan Houston “has resigned 
the Colgate-Palmolive account, ef- 
fective in October. This includes 
both Cashmere Bouquet soap and 
Cashmere Bouquet beauty prepa- 
rations” and “The Big Payoff* 
over CBS-TV. 

Thus, Mr. Little, and about a 
dozen other top Colgate execu- 
tives, learned with some surprise 
that morning that an agency re- 
lationship of more than 20 years’ 
standing—severely ruptured last 
month (AA, June 30) when Col- 
gate took away the Ajax account 
and gave it to McCann-Erickson— 
was down to the final curtain. At 
the time of the Ajax transfer, Mr. 
Houston told an ADVERTISING AGE 
reporter that the Cashmere Bou- 
quet line, worth some $2,000,000 in 


| 


billings, was “solid” with his agen- 
cy and that he expected to con-| 
tinue handling the account despite | 
the departure of Ajax. 


# In the interim, apparently, the 
agency had some second thoughts | 
and at a board of directors meet-| 
ing July 21 the decision was made | 
to resign. Bryan Houston Inc. 
thereby ended an era _ which, | 
when the agency was born in| 
1954 (out of Sherman & Mar- 
quette), it entered with about 
80% of its billings coming from 
Colgate-Palmolive. Today, the 
agency figures that less than 5% 
of its 1958 billings will be C-P 
money. Houston’s biggest ac- 
counts now are Whitehall Phar- 
macal (Dristan, etc.) and Nes- 
cafe, one of the two accounts with 
which it began business. The 
agency also handles Heublein 
Inc., Remington Rand _ Interna- 
tional, Simplicity Patterns, J. P. 
Stevens & Co., DeWit’s pills and 
Newsweek. 


= Houston reported 1957 billings 
of $14,300,000. By the end of 
1958 it expects to be billing at a 
rate better than $20,000,000. Both 
new products and account growth 
(Continued on Page 74) 


At ‘Ad Age’ Workshop... 


Top Researchers Say 


I 


Genera! 


30TH—Shown here is the cover of 

General Mills’ annual report as it 

will appear in six newspapers on 
Aug. 3. 


Record Sales 
Mark General 
Mills’ 30th Year 


Annual Report to Be 
Distributed with Six 
Newspapers on Aug. 3 


MINNEAPOLIS, July 25—Sales of 
$529,820,115 for the fiscal year 
ended May 31 made the year the 
best in General Mills’ 30-year his- 
tory, according to its annual report 
to be released Monday. The 1957- 
58 year marked the eighth consec- 


vk - |Re-Tooling and Re-Agencying .. . 


== D'Arcy WillTake Wheel 


of Studebaker-Packard 


| $-P Satisfied with 
Burke Dowling Adams, 
but Wants ‘Clean Start’ 


| By Milt Moskowitz 


Sourn BeEnp, IND., July 24— 
D’Arcy Advertising Co. is in line 
to succeed Burke Dowling Adams 
Inc. as the Studebaker-Packard 
agency, ADVERTISING AcE learned 
this week. 

D’Arcy, a Packard agency for 
nine months in 1956, is the choice 


FCC Net Hearings 
End with Hassle 
on Ownership Rules 


WASHINGTON, July 23—The 
Federal Communications Commis- 
sion’s lengthy hearing on network 
regulations closed today with FCC 
Chairman John Doerfer voicing 
strong doubts about the wisdom 
of proposals to cut down on the 
number of stations licensed to a 
single individual or group. 

More than an hour and a half of 
questioning by Chairman Doerfer 
was touched off when Dean Ros- 
coe Barrow, chief of the commis- 
sion’s network study group, called 
for a rule to prevent a single own- 
er from holding more than three 
tv licenses in the nation’s top 25 


of S-P management, now plan- 
ning a last-ditch stand for surviv- 
al in the automotive industry. 
Negotiations with D’Arcy were 
in progress here this week. The 
agency reportedly has already 
done some work for the company. 
The appointment, which has 
not been made formally yet, is 


Burke Dowling Adams 
Hints Important Change 

New York, July 25—James H. 
Cobb, general manager of the New 
York office of Burke Dowling 
Adams Inc., said today his agency 


expects to make “an important 
announcement” in the near fu- 
ture. 


He would not reveal the nature 
of the announcement—whether it 
will involve a merger or a major 
new account. 

The agency has negotiated two 
small mergers in the past year. 


keyed to the dissolution of the 
three-year contract between Stu- 
debaker-Packard Corp. and Cur- 
tiss-Wright Corp. 


s Under this agreement, Curtiss- 
Wright has an option, expiring 
in November, to buy 5,000,000 
shares of S-P stock at $5 per 
share. According to reports circu- 
lating in Wall Street—and not de- 
nied by Curtiss-Wright—the air- 


MR Misnamed, Misused 


session which highlighted the first 


utive fiscal period in which dollar | 
sales volume exceeded that of the | 
previous year, the company re-| 


(Continued on Page 74) (Continued on Page 74) 


Gardner, Politz, Crisp 
and Dichter Highlight 
All-Day Creative Session 


(For other news of AA’s Sum- 
mer Workshop, see Page 8.) 

Cuicaco, July 25—Four of the 
nation’s top researchers gave mo- 
tivational research a rough going 
over—charging that it is mis- 
named and misused—at a panel 


Bricker Is Named 
OAI Exec VP as 
of Sept. 15 


He Will Head Operation 
Until New President Is 
Named Later in Year 


New York, July 24—John L. 
Bricker, vp in charge of West 
Coast operations for Kenyon & 
Eckhardt in Los Angeles, will be- 
come exec vp of Outdoor Adver- 
tising Inc. Sept. 15. As such, he 
will be senior officer of the out- 
door sales organization pending 
the election of a president to suc- 
ceed Warner R. Moore, who re- 
signed July 15 (AA, July 14). 

When OAI will elect a new pres- 
ident was not announced. It is 
generally believed in the industry 

(Continued on Page 74) 


half of the three-day ADVERTISING 
Ace Summer Workshop on Crea- 
tivity in Advertising. 

Steuart Henderson Britt, profes- 
sor of marketing at Northwestern 
University, moderated a panel 
which brought together—physical- 
ly if not ideologically—Burleigh 
Gardner, president of Social Re- 
search Inc.; Alfred Politz, president 
of his own research organization; 
Ernest Dichter, president of the In- 
stitute for Motivational Research, 
and Richard Crisp, also head of his 
own research company. An over- 
flow crowd of more than 350 peo- 
ple sat in as the four men met in 
a panel discussion for the first 
time. 


# Each participant espoused his 
own particular type of research 
(leading one wag to refer to them 
as “Matthew, Mark, Luke and 
John”), and each had something 
less than flowery to say about 
their detractors and/or competi- 
tors. 

Mr. Politz led the attack against 
the term motivational research. 
“The word ‘research’ has always 
been combined with another word 
to describe the type of research 
being done,” he said. “But a freak 
situation has suddenly developed 
where motivational research [MR] 
means the application of a special 
technique—not research but the 
employment of a technique. I 
think we should either change the 
name or the meaning of the name.” 

Mr. Britt suggested using the 

(Continued on Page 71) 


ports. Sales for the previous fiscal | 


year were $527,701,677. 

Profits also reached a new high 
in the fiscal year, General Mills 
says. Net earnings of $14,693,597 
were up $2,458,486 over the pre- 
ceding year’s net of $12,235,111. 


s General Mills will celebrate its 

30th year by issuing its annual re- 

port in a different format and dis- 
(Continued on Page 75) 


Rate Policy in Radio and TV Has 


Clients, Agencies, Reps Up in Arms 


By Maurine Christopher 


| New York, July 24—The  per- 
‘ennial broadcast problem created 
by the confusion that arises be- 
tween national and local rate dif- 
ferentials is in the news again. 


Last Minute News Flashes 
Armour Tests Glad, New Soap-Detergent Bar 


Cuicaco, July 25—Armour & Co. 


is testing a new detergent-soap bar 


called Glad in Rockford, Ill. The new product, which also has a de- 
odorant and a cold cream additive, is being promoted in newspapers 
with r.o.p. color ads and in Sunday comics. Saturation radio and tv 


spots also are being used. The bar 


was first promoted to the trade in 


mid-June; advertising started a week ago. Foote, Cone & Belding is 


the agency. 


David Mayer Named Coty 


Ad Director 


New York, July 25—-David Mayer, formerly with Grey Advertising 


as account executive for Calvert 


Distillers, has been appointed di- 


rector of advertising for Coty Inc., succeeding William Siegel, who 


resigned recently to join Revion 
Mayer joined Grey four years ago 


Inc. as advertising manager. Mr. 
as head of its marketing and sales 


development departmet. Before that he was national merchandising 
manager for Calvert for seven years. 


National Carbon ‘o Add Packaged Home Products 


New York, July 25—-National Carbon Co., division of Union Carbide 
Corp., will bring out a new line of packaged home products later this 
year. The division broux!1t out a new home garden line last year under 
the Eveready name. It ‘clined to indicate the nature of the new prod- 


ucts. William Esty Co. National 


handle. 
(Additi 


Carbon’s agency, presumably will 


onal News Flashes on Page 75) 


The question being put to more 
and more radio and tv stations 
and representatives with  in- 
creased frequency by advertisers 
and their agencies is: Do you have 
a retail or local rate and who can 
qualify for it? 

The problem of who pays the 
retail or local rate and who pays 
the higher national or general 
rate has been aggravated by three 
main considerations: 

1. The recession, which has 
every advertiser trying to make 
every ad dollar go as far as possi- 
ble. 

2. Word-of-mouth reports of 
wheeling and dealing in an indus- 
try that has never had a very 
firm rate policy. 

3. “Operators” who go around 
the country telling radio and tv 
sponsors—“I can buy it for you 
wholesale.” 


= This isn’t just a matter of shad- 
owy definitions for two rate cate- 
gories; many broadcasters offer a 
regional rate in addition to the 
local and national prices and ev- 
ery station has a variety of pack- 
age arrangements, 

A case recently in the headlines 
was that of a Texas coffee mak- 
er, Duncan Coffee Co., which 
claimed that it was discriminated 


(Continued on Page 75) 
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A Hot Streak Going... 


Riedl & Freede Harvests Clients, Aims 
at $5,000,000 Billing Crop This Year 


‘Total Market Concept’ 


homes, switched its $250,000 ac- 
count from Williams & London, 


Good for Small Agencies | Newark, to Riedl & Freede earlier 


Too, N. J. Agency Says 


Currton, N.J., July 22—Riedl & 
Freede may be an agency to watch. 

Operating from this suburb of 
Madison Ave., right off the Garden 
State Parkway, Riedl & Freede has 
a hot streak going. Billings are ex- 
pected to top the $5,000,000 mark 
this year and the agency says: 
“The tough years are behind us.” 

Latest client to join this shop is 
La Perla Quality Foods, specialty 
food manufacturer and subsidiary 


George Ried! Bob Freede 


of Contadina Foods, San Jose, Cal. 
Cunningham & Walsh is the pre- 
vious agency. 


es La Perla follows Plymouth 


Homes Inc. into the agency. Ply-| 
mouth, major eastern manufac- | 


turer of custom and pre-fabricated 


Retailer Opinion 
Held Vital to 
Food Promotion 


Los ANGELES, July 22—While 
most food promotions have the 
elements to be successful, only 
one out of every four is properly 
presented, Murray J. Yunker, first 
vp of Certified Grocers of Califor- 
nia, told members of the Assn. of 
National Advertisers at their 
workshop here last week. 

Mr. Yunker based his remarks 
on Certified’s experience in do- 
ing $350,000,000 in sales annually, 
and reactions from the co-op’s 1,- 
100 grocer members. 

He said it is not the promotion 
that is important, but what the 
retailer thinks about it, and what 
he does with it. 

Mr. Yunker warned against fol- 
lowing patterns which get shop- 
worn. When a promotion has flex- 
ibility, it takes into account that 
what works one time may not 
work the next time. The presen- 
tation of a promotion is all impor- 
tant in that it has to go through 
channels in both the sales organ- 
ization and that of the retailer. 
This makes it essential the pack- 
age be “visible,” he said. Such a 
package shows the profit ad- 
vantages offered. 


® He also observed that retailers 
like mail-in offers that build traf- 
fic and provide regular profit 
margins. Coupon offers are effec- 
tive, but the retailer is still un- 


happy with 2¢ for handling. Com-; 


bination packs are good if the 
grocer gets his full profit margin, 
and is not expected to pay part of 
the cost; a package of two of the 
same item is not welcome because 
it takes too much shelf space. 
When free merchandise is given 
with a package, Mr. Yunker said, 
it is all right if the product will sell 
by itself, but unsatisfactory if the 
objective is to get distribution. 
(Continued on Page 76) 


this month (AA, June 30). 

Plymouth followed the Mission 
| soft drink account into the agency. 
| This Cott Beverage Corp. compa- 
|ny named Riedl & Freede to re- 
Tplace Dowd, Redfield & Johnstone 
last April. 

Getting accounts from larger 
agencies seems to be a Riedl & 
Freede specialty. It took Boonton 
Molding Co. from Ellington & Co. 
last year and it snared Marcalus 
Mfg. Co. from Calkins & Holden 
three years ago. Marcalus, manu- 
facturer of Marcal paper products, 
bills about $750,000 and is the 
agency's largest account. 


® Ried] & Freede also picked up 
Gering Products Inc. from Lewin, 
Williams & Saylor in 1957. And 
when Bardahl Mfg. Co., Seattle, 
moved into the East last year with 
its motor oil, it selected this New 
Jersey shop to handle its adver- 
tising in the New York metropoli- 
tan area. 

Other recent acquisitions are 
Crowley’s dairy products, hi-V 
orange juice and Papano cheese— 
all obtained through the big New 
York area food broker, Henry Pape 
Inc. 
| 
s What’s behind this steady as- 
cent? According to the two part- 
ners, Bob Freede and George Riedl, 
it’s “the total marketing concept.” 

This is a concept embraced today 
by many big agencies and Riedl & 
Freede believes it is equally ap- 

(Continued on Page 24) 


Brown-Forman’‘s 
Foreign Advertising 
Awarded to EWRR 


New York, July 23—Brown- 
Forman Distillers Corp., Louis- 
| ville, has moved its overseas ad- 
| vertising account for Old Forester 
bonded and Early Times straight 
bourbon whiskies from Foreign 
| Advertising & Service Bureau to 
Erwin Wasey, Ruthrauff & Ryan. 
EWRR has handled U. S. adver- 
tising for the two brands for more 
than 20 years. 

The company began advertising 
abroad early in 1957 when it start- 
ed marketing Old Forester in 
Great Britain following the lifting 
of a ban on imports of American 
whisky into the British Isles. 
Overseas advertising billings by 
Brown-Forman last year are esti- 
mated to have been between $60,- 
000 and $70,000. 


= Expanded overseas advertising 
is now being planned, with an in- 
itial budget of about $100,000 for 
both Old Forester and Early Times 
in England, Europe and Latin 
America. This is expected to be 
increased as soon as sales and 
marketing conditions warrant. 

John Hayes, vp and manager of 
EWRR’s international department, 
will supervise the overseas adver- 
tising. 

In its domestic advertising last 
year Brown-Forman invested $1,- 
672,502 in newspapers, $1,920,663 
in magazines, $100,000 in business 
publications and $704,311 in out- 
door, for a total of $4,397,476 in 
measured media. + 


Labiner to ‘American Legion’ 
Marvin Labiner, formerly with 
the New York Times and Coronet, 
has been appointed manager of 
the new mail order section of 
American Legion Magazine. 


Mighntia 


“The near-fatere is ‘uneertain” 
ee we decided te tiny” 


ee tr rr 
ets Me er sa ant yng wen ee 
ng et oa epearmete gee wl tw ten 


be: 


ALL IN THE FAMILY—A. L. Bergstrom, vp, engineering, Timken Roller 
Bearing Co., appears in the Warner & Swasey ad here with the as- 


sertion “. 


..80 we decided to buy” juxtaposed with an ad for his 


company in Newsweek, July 21. The ads—No. 2 cover and Page 1— 
were noted by R. C. Karsted, E. R. Moore Co., Chicago. 


Ford Exec Defends Detroit, Says Industry 
Was ‘Victim,’ Not Cause, of Recession 


New York, July 22—Ford Motor 
Co., in the red to the tune of $17,- 
300,000 in the second quarter of 
this year, today defended Detroit 
against its critics. 

J. O. Wright, general manager of 
the Ford division, came to New 
York to tell the Sales Executives 
Club that the automotive industry 
was “a victim”—not the cause—of 
the recession. 

Noting that automobile sales did 
not begin to decline until the re- 
cession was well under way, Mr. 
Wright said: 

“I believe the slump in automo- 
bile sales this year was a result 
of the recession and a lack of con- 
sumer confidence in economic 
prosperity, rather than any wide- 
spread dissatisfaction with the au- 
tomobiles being offered. Such sales 
drops are normal in our business 
during a recession because a car 
purchase can be postponed for a 
year or two.” 


a Mr. Wright ridiculed the charge 
that “we don’t produce the kind 
of car people want.” He said: 

“What some of our critics over- 
look is that we are in business to 
make money, not to force-feed our 
customers. We wouldn’t be so fool- 
ish as to spend millions trying to 
propagandize customers into taking 
something they don’t want, when it 
is easier and much more profitable 
to find out first what they want 
and then give it to them. 

“So Detroit spends about $6,000,- 
000 on customer research every 
year, interviewing a million peo- 
ple to try to learn what they want 
in a car, and it spends hundreds of 
millions more providing what they 
say they want. We don’t have to go 
as far back as the 2,700 different 


IF IT FRIGHTENS YOU TO DEATH 

- YOU'LL BE BURIED 

FREE OF CHARGE* 

By W. W. Chombers he a) 
EF 


Ore of the longed 
Urderakers is the . 
World. 
+ . * 
P “?> ry 
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The HEIGHT of HORROR 1s coming 


becee - eer! oF aerveus cond: 


TIE-IN—A Washington reader, Duane 
L. Cronk, director, Highway Infor- 
mation Services, sent in this ad 
as “an interesting example of co- 
operative advertising.” The free 
funeral offer is qualified by “*ex- 
cept people with known heart or 


nervous condition.” 


Se EMM ee Ve Py fh Thee Oe Te ae 


makes of automobiles that have 
disappeared to find out what hap- 
pens when you fail to fathom the 
public mood. Our own failure to 
make a sufficient change in our 
1956 Ford to entice owners back 
into the market is enough of a re- 
minder.” 


@ Mr. Wright was guarded about 
Ford’s plans for the small car field. 
He said that imports appeared to 
be headed for a 300,000 to 400,000 
annual unit sales level, but he 
added: “Even if the total market 
for small cars, both foreign and 
(Continued on Page 76) 


House Organs Grow 
Despite Recession, 
Directory Reports 


New York, July 22—The huge 
house organ publishing field con- 
tinues to expand despite the re- 
cession. 

Sometimes called “house or- 
gans,” “company publications” or 
“house magazines,” the field now 
numbers 4,000 magazines with a 


combined circulation of 160,000,- | 


000 copies per issue, according to 
the 1958 “House Magazine Direc- 


Gebbie Press. The directory is is- 
sued once every three years; its 
1955 edition reported 3,000 house 
organs with 100,000,000 circula- 
tion. 

“The secret of the current ex- 
panding house organ business lies 
in the basically long-range ap- 
proach which today governs this 
highly specialized field,” Con 
Gebbie, head of the company that 
bears his name, says. 


= “Once considered expendable 
by management, house organs are 
(Continued on Page 76) 
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British Ad Group 
Bans Subliminal 
Communication 


Lonpon, July 22—Britain’s ad- 
vertising agency association has 
ordered its members to refrain 
from the use of subliminal com- 
munication “in whatever form for 
advertising or sales promotion.” 

The Institute of Practitioners in 
Advertising imposed the ban after 
a six-month study by a special 
committee. 

In subliminal communication, 
messages are sent at a level below 
the conscious awareness of the 
average person. Interest in the 
subject has been aroused by James 
M. Vicary, New York market re- 
searcher, who announced last year 
the development of a subliminal 
advertising technique capable, he 
said, of reaching audiences with 
sales messages. 


® The IPA committee conducted 
an exhaustive study of the avail- 
able information on _ subliminal 
communication, including experi- 
ments made by two London adver- 
tising agencies. Its report has been 
published in a booklet, “Sublim- 
inal Communication,” available 
free of charge from the Institute 
at 44 Belgrave Sq., London. 

The main burden of the report 
is that considerably more research 
must be done before subliminal 
communication can be adequately 
understood. 


= The committee members agreed 
unanimously to the following con- 
clusions: 

“Irrespective of developments 
that might or might not prove ef- 
fective, the use of subliminal com- 
munication in whatever form for 
advertising or sales promotion is 
professionally unacceptable. The 
free choice by the public to accept 
or reject is an integral part of all 
forms of professionally acceptable 
advertising, and does not appear to 
be available to recipients of sub- 
liminal communication. 

“While academic experiments 
are likely to be continued in a 
strictly controlled and experimen- 
tal field, it is not possible to know 
at what future time such methods 


: ffecti 
tory” to be issued July 31 by the | might be effective and controlled 


for human good. Your committee 
recommends, therefore, that the 
institute should now take action 
to require its members not to use 
subliminal communication in any 
form for the purposes of adver- 
tising or sales promotion, and to 
refrain from any experiments 
aimed at furthering its use in pro- 
fessional practice.” 


s Earlier this month the IPA’s 
governing council adopted the re- 
port and advised its 243 member 
agencies that the recommenda- 
tions are being incorporated in the 
institute’s code of conduct. + 


West Coast Norge Dealers Boost Lagging 
Sales in ‘Open House’ Promotion Test 


Los ANGELES, July 22—Sagging 
appliance sales can be given a shot 
in the arm through closely inte- 
grated advertising and promotion 
geared to the local level, if a series 
of four tests just concluded here 
are any indication. 

The tests were of a promotion de- 
veloped by Burke Dowling Adams 
Inc., agency for Graybar Electric 
Co., wholesale distributor for 
Norge Sales Corp. in this area. 
Costs were covered by Graybar, 
Norge and co-op funds. To keep 
costs down, the promotion utilized 
point of sale material for Norge’s 
national “Cinderella-thon” promo- 
tion. 

To determine effectiveness of the 


i oe 


promotion under varying condi- 
tions, the four dealers participating 
in the tests were an appliance and 
furniture dealer in Tujunga, a Los 
Angeles suburb; a large Los An- 
geles appliance dealer; a dealer in 
a small city, Ventura, and a dealer 
in the large outlying city of San 
Bernardino. 


® The promotion is based on an 
open house by the dealer during 
which a well known local radio 
and tv team, Harry Koplan, and his 
wife, Rosemary LaPlanche, tape a 
half-hour quiz show. Participants 
are chosen from those attending 
the open house. Small appliance 
(Continued on Page 28) 
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Reach, McClinton 
Billings for ‘58 
Hit $15,685,000 


Net After Taxes, Profit 
Sharing Provision for 
Fiscal ‘58 Was $127,000 


NEw York, July 22—Reach, Mc- 
Clinton & Co.—which billed $5,- 
500,000 in 1955 and $7,100,000 in 
1956—today reported a billing fig- 
ure of $15,685,000 for the fiscal 
year ended June 30. The agency 
said its net, after taxes and profit 
sharing provision, came to $127,000. 

The agency, which was reported 
in ADVERTISING AGe’s billings issue 
last February to have ended 1957 
with $12,200,000 billings, also said 
that it currently has $700,000 in 
banks “and no loans, notes or past 
due accounts.” 

Charles Dallas Reach, chairman, 
who said the agency will open a 
branch office in Boston Aug. 1, 
predicted billings “in excess of 
$18,000,000” in fiscal 1959. 


® Pointing out that his agency’s 
profit was only eight-tenths of 1%, 
Mr. Reach said that “most good 
agencies are earning only 1% or 
less these days.’’ He predicted that 
the profit squeeze will get worse, 
and added: 

“If more agencies would publish 
their statements, the facts would 
contradict some of the misconcep- 
tions about the advertising agency 
business. No other major classifi- 
cation of modern business, nor one 

(Continued on Page 73) 


Canner/Packer Bows 
in October as Result 
of 3-Way Merger 


Cuicaco, July 23—Three pub- 
lishers are merging their processed 
food publications into a single new 
magazine, effective with the 
October issue. 

Publisher of the combined mag- 
azine, Canner/Packer, will be the 
newly formed Triad Publishing 
Corp., with headquarters at 59 E. 
Monroe St. 

The publications to be merged 
are Canner & Freezer, now pub- 
lished by Clissold Publishing 
Corp., Food Packer, published by 
Vance Publishing Corp., both Chi- 
cago, and Western Canner & Pack- 
er, Miller Freeman Publications, 
San Francisco. 

Presidents of the three publish- 
ing companies will be officers in 
the new corporation with Herbert 
A. Vance as president, William B. 
Freeman, vp, and Paul E. Clissold, 
secretary-treasurer,. 


= The three publishers have felt 
for some time that the processed 
food industry, now a $6 billion in- 
dustry that buys some $3.9 billion 
worth of raw products, equipment 
and other supplies, needed the 
strengthened publication which 
this merger will bring to the field, 
Mr. Vance said. 

Mr. Vance added that he be- 
lieves this is the first time in pub- 
lishing history that three indepen- 
dent publishers have joined hands 
to add to the services which they 
have been bringing to their indus- 
try independently. 

Circulation of the three papers 
will be combined, with duplicates 
eliminated. Canner/Packer will be 
issued monthly in two editions— 
a national edition with about 6,- 
300 paid circulation and a western 
edition with approximately 2,- 
200 paid circulation. 

Editor of the new magazine will 
be El Stark of Western Canner & 
Packer. Mel Carlson of Food Pack- 
er will be general manager. + 


COUGH DROPS PLUS—For the first time in its 112-year history, Smith 

Bros. will tie in with another advertiser. A package of Cracker Jack 

will be offered as a premium with each purchase of Smith Bros.’ 

new three-packs in a promotion to start in September. Network and 

spot tv and a color spread in Life will be used. Sullivan, Stauffer, 
Colwell & Bayles, New York, is the agency. 


New York, July 23—Packaged 
sales of beer continued to climb in 
1957 and amounted to 79.4% of all 
beer sales last year, compared with 
78.9% in 1956. 

Bottled beer took 63.2% of the 
packaged beer market, compared 
with 64.4% in 1956, and beer sold 
in cans increased to 36.8%, com- 
pared with 35.6% in 1956. By con- 
trast, in 1950 canned beer was 
25.8% of the packaged market and 
bottled beer was 74.2%. 

These figures—and many others 
—about the brewing industry will 
be released Monday in the 1958 
“Brewers Almanac,” published an- 
nually by the U.S. Brewers Foun- 
dation. 


s U.S. brewers in 1957 produced 
89,450,836 bbls. of beer and con- 
sumption was 84,353,699 bbls. 
Comparable figures in 1956 were 
90,338,445 bbls. produced and 85,- 
008,156 bbls. consumed. Alltime 
high was in 1947 when production 
was 91,742,212 bbls. and consump- 
tion was 87,172,324 bbls. 

Americans, in consuming 84,- 
353,699 bbls. of beer and ale in 
1957, enriched federal, state and 
local tax coffers by more than $1 
billion and channeled another $2 
billion to business, industry and 
agriculture. 


@ Federal taxes, the almanac 
shows, which are accumulated 
chiefly from a $9 tax imposed on 
every barrel of beer sold in the 
U.S., amounted to $764,211,000 in 
1957, the fourth largest tax bill in 
the industry’s history. Individual 
state governments, in turn, divided 
an additional $230,619,000 in taxes, 
licenses and fees. In 1956, the fed- 
eral impost was $767,817,000 on an 
85,000,000 bbls. consumption, while 


Ph LIPSTICK BASTION 


| i i 


en, Ree — 


PLUSH—This Max Factor & Co. mer- 
chandiser for its new Hi-Society 
lipstick displays each of the cases 
closed plus open cases to show the 
lipstick inside. Advertising breaks 
Oct. 16. Anderson-McConnell Ad- 
vertising Agency, Hollywood, is the 
agency. 


Packaged Beer Sales Grow, Accounted 
for 79.4% of ‘57 Sales: ‘Brewers Almanac’ 


revenue for the states was $232,- 
045,000. 

The almanac points out that loca. 
levies on beer and ale swell the 
total tax to well over $1 billion, a 
figure that does not include in- 
come, property and social security 
taxes paid by brewers and beer 
wholesalers and retailers. 


s Within the brewing industry, 
80,000 men and women employes in 
1957 received an estimated $470,- 
000,000 in wages, salaries, pensions 
and other “benefits.” 

Purchases of agricultural prod- 
ucts added $250,000,000 to the farm 

(Continued on Page 24) 


U.S. June Cigaret 
Consumption Hits 
34,439,600,000: Study 


RIDLEY PARK, PA., July 22—A to- 
tal of 34,439,600,000 cigarets were 
smoked in June by Americans over 
12 years old in the U.S. and by our 
armed forces throughout the world, 
with non-filter tips still predomi- 
nant. 

Of the total, 16,069,900,000 were 
filter tips and 17,921,800,000 were 
non-filter tip cigarets. 

These figures were disclosed by 
Sindlinger & Co., market analysts, 
in a new monthly product use 
study. 

The Sindlinger figures, based on 
continuous daily interviewing con- 
ducted in 287 counties and 187 met- 
ropolitan markets and rural coun- 
ties, indicate that the average 
daily smokers during the month of 
June totaled 54,875,000 or 43.8% 
of the entire population. Of this 
total 52.3% were male and 35.9% 
were female. 


= Women proved to be the cham- 
pions of filter-tip cigarets, with 
7,019,200,000 filter tips consumed 
by females during the month as 
compared with 4,952,000,000 non- 
filter tips. With male smokers, a 
total of 12,969,800,000 non-filter 
tip cigarets were consumed in June 
jas against 9,050,700,000 filter tips. 


Of the brand name cigarets con- | 
| sumed, Camels were far and away | 


|in first place with a total of 4,768,- 
000,000; Pall Mall was second with 
| 3,802,300,000; Lucky Strike was 
|third with 3,797,400,000; Winston 


was in fourth place with 3,076,000,- | 
1000 and Kent in fifth place with 


3,023,600,000, L & M sixth with 2,- 
enth with 2,311,200,000. + 


Fernandez to Lago é Whitehead 

Benjamin J. Fernandez has 
joined the marketing research de- 
partment of Lago & Whitehead, 
Wichita. Mr. Fernandez was for- 
merly marketing research direc- 
tor of O. A. Sutton Corp. and a 


senior marketing analyst at Gen- 
eral Electric Co. 


332,800,000 and Chesterfields sev-| / 


It's All Scripps Now... 


Cincinnati Becomes One-Owner Town 
as Scripps-Howard Gets “Times-Star’ 


118-Year-Old Daily 
Is Latest Casualty 
in Shrinking Field 


CrIncINNATI, July 22—The Cin- 
cinnati Times-Star has become 
the latest casualty on an ever- 
increasing list of American news- 
papers which have disappeared 
from the daily newspaper scene 
for one reason or another. 

The Times-Star published its 
last edition July 19 following its 
purchase by the Cincinnati Post, 
a Scripps-Howard newspaper 
published by E. W. Scripps Co. A 
total of 649 T-S employes, includ- 
ing 102 in the editorial depart- 
ment and 69 in advertising, were 
notified that their services were 
no longer needed. No purchase 
price was disclosed. 

A new combined newspaper 
called the Cincinnati Post and 
Times-Star was first published 
yesterday. Dick Thornburg, editor 


Canadian Billings 
Up 10% in ‘57; 
Revenues Up 11% 


Orrawa, Onrt., July 21—Billings 
to clients by 113 Canadian adver- 
tising agencies amounted to $226,- 
084,000 last year, an increase of 
10% over the 1956 billings of 
$204,581,000, according to figures 
released by the Dominion Bureau 
of Statistics. 

The 1957 billings were through 
193 offices operated by the 113 
agencies, while the previous year’s 
accounting was through 110 agen- 
cies operating 191 offices. 

Billings for publications, tele- 
vision, radio and other advertising 
media accounted for $222,025,000 
and billings for market surveys 
and other research for $4,059,000. 
There was no further breakdown 
in the figures released by the 
bureau here. 

The report showed that adver- 
tising agency returns, or gross 
revenue on total billings, amount- 
ed to $35,758,000 in 1957, or 11% 
greater than 1956’s total of $32,- 
204,000. The 1957 total represented 
15.8% of the total billings as 
against 15.7% in the preceding 
year. 


Employes decreased to 4,042 


from 5,509 in 1956 but salaries 
and wages paid them increased to 
$22,591,000 from $19,758,000. 

Salaries and wages accounted 
for 63.2% of total gross revenue 
in the year, compared to 61.4% 
a year earlier, + 


NATHAN A. TUFTS, formerly in the 
New York office of Batten, Barton, 
Durstine & Osborn on the De Soto 
account, has been named manager 
of the Los Angeles office of John- 
son & Lewis Advertising. 


of the Post, and Fred W. Giesel, 
its business manager, will hold 
the same positions on the new 
publication. 

Simultaneously, the Cincinnati 
Enquirer, this city’s only morning 
newspaper, announced that it will 
retain its autonomy and inde- 
pendence, although the Scripps 
company is a majority sharehold- 
er in the Enquirer. Scripps 
gained controlling interest in the 
Enquirer more than two years ago 
(AA, May 14, ’56) but has contin- 
ued to operate it independently 
of the Post. 


® A check of American Newspa- 
per Publishers Assn. records re- 
vealed that from Jan. 1, 1930, un- 
til Dec. 31, 1957, a total of 226 
daily newspapers in the U.S. and 
Canada ceased to exist because of 
mergers with other newspapers. 

Some recent major examples 
were the Washington Times- 
Herald, which was sold to the 
Washington Post in 1954 (now the 
Washington Post and Times-Her- 
ald); the New York Sun, purchased 
in 1950 by the New York World- 
Telegram (now the World-Tele- 
gram-and Sun), and the Chicago 
Sun and Chicago Times, which 
were consolidated in 1948 into one 
newspaper, the Chicago Sun- 
Times. 

Over the same 28-year period 
(1930-1957), 454 daily newspapers 
stopped publishing and went out 
of business completely. Among the 
more prominent and recent vic- 

(Continued on Page 73) 


KMTV Didn't Drop 
Newspaper Ads, Says 
Omaha World-Herald 


OmaAHA, July 22—The Omaha 
World-Herald, owner of Station 
KETV, has taken issue with some 
statements made by its competitor, 
Station KMTY, in a story in last 
week’s issue of ADVERTISING AGE. 
The story quote? Owen Saddler, 
exec vp and general manager of 
KMTYV, as saying that the station 
got better results from on-the-air 
promotion in building its audience 
than it did from heavy newspaper 
space advertising. 

“T have felt for a long time that 
we [tv] can sell better than any 
other medium,” Mr. Saddler con- 
tinued, “and this experiment in 
canceling our newspaper advertis- 
ing during the highly important 
rating week [May 12-18] was done 
to prove that point.” 


® Lyle A. Johnson, business man- 
ager of the Omaha World-Herald, 
today wired AA as follows: 

FOR THE RECORD...KMTV, NOR- 
MALLY A SMALL USER OF NEWSPAPER 
| SPACE, INCREASED ITS LINAGE IN THE 
| WORLD-HERALD 62% DURING ARB 

RATING WEEK... OVER LINAGE USED 
| THE PREVIOUS WEEK. THIS COPY PRE- 
| PARED AND PLACED BY KMTV’S OWN 
| ADVERTISING AGENCY. # 


KNAK Files Suit Against 


Intermountain Network 

Intermountain Network Inc., op- 
erator of Radio Station KALL, Salt 
Lake City, has been named defend- 
ant in a $495,000 suit filed by Mel 
Remey, Gwendolyn Seely and 
Granite Broadcasting Co., opera- 
tors of its competitor, Station 
KNAK. 

The suit charges that the defend- 
ant used the name of the plaintiffs 
for “the purpose of advertising and 
trade without the consent of the 
plaintiffs,” in contradiction to Utah 
law. 
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| GF Unaffected by 
5 Recession; Future 
Bright: Mortimer 


New York, July 24—‘“The cur- 
rent economic setback notwith- 
standing, the long-range promise 
is that the nation is on the 
threshold of a period of prosperity 
even greater than any we have en- 
joyed so far,’”’ Charles G. Mortimer, 
president of General Foods Corp., 
told stockholders at their annual 
meeting here yesterday. 

“In our environment of increas- 
ing population, rising production, 
and advancing technology, a sub- 
stantial growth in our economy 
seems inevitable,” Mr. Mortimer 
said. “U.S. population growth,” he 
said, “indicates that well over 
2,500,000 new people will need to 
be fed each year. 

“But we cannot sit back and 
merely watch the population 
grow,” he said. ““Today’s battle for 
markets and profits is swiftly 


changing and fiercely competitive. 
|We must keep alert and flexible, 
accepting and meeting challenges 
land seizing and creating opportu- 
nities.” 


s General Foods, Mr. Mortimer 
said, “has sound reasons to be 
moderately optimistic the current 
| fiscal year will be as profitable as 
the record year ended March 31.” 
GF’s net sales for fiscal 1958 
(ended March 31) passed the bil- 
lion-dollar mark for the first time 
in its history, and were $1,008,- 
898,000 compared with the pre- 
| vious high in fiscal 57 of $895,953,- 
| 000. Net earnings increased 10.3% 
ito an all time high of $48,397,000, 
compared with $43,866,000 in fiscal 
"67. 

As previously reported (AA, 
June 9 ), GF spent $87,000,000 for 
advertising in fiscal ’58. 


# “Instead of having to focus on 
recovering from current economic 
reverses, as 


must do,” Mr. Mortimer said, “We 
can focus on ways to sell more of 
our products, without a propor- 
tionate increase in selling and 
other expenses, and on other way 
to improve our profit picture, not 
only for the current year, but also 
for years ahead. 

“Underlying our efforts,” Mr. 
Mortimer said, “is an abiding faith 
in the future of our country. All 
of us today have special need for 
faith—in our personal as well as 
our business lives. As world ten- 
sions mount, we must do more 
than hope. We must continue to 
work for peace in the belief that 
the superiority of our way of life 
will be proved—not by detonation, 
but by demonstration.” 

At the stockholders meeting, two 
new directors were elected. They 
are Beatrice Gould, editor of La- 
dies’ Home Journal, and Elisha 
Gray II, chairman of Whirlpool 
Corp. Following the meeting, GF 
directors voted to boost the quar- 


many corporations|terly common dividend from 50¢ 
with lower earnings regrettably | 


to 60¢. + 


Greensboro 


Presented 


WRITE ADVERTISING RESEARCH DEPARTMENT 


News and Kecord 


GREENSBORO, N. C. 


in this exclusive form by 


NORTH CAROLINA 


rece 


GREENSBORO. sad 


366 Madison Avenue 


Kansas City 


NEW 1958 MARKET BROCHURE FOR THE 
NATIONS 280 METROPOLITAN MARKETS! 


Pick the Markets that 


Pay Oil! 


ath Annual Edition 
Greensboro News-Record 
Market Brochure, based 
upon authentic data 

from Sales Management 
Survey of Buying Power 
and U.S. Bureau of Census 


NOW AVAILABLE FREE 
. 


Pick the markets that pay off! Put 
your advertising and sales promo- 
tional efforts into those specific 
major markets that have proven 
their value on the basis of actual 
sales. In this brochure you will find 
the ranking of ALL 280 Metropol- 
itan Market Areas by dollar vol- 
ume in descending order for all 
basic sales classifications. You will 
find the 1957 over 1948 Gains or 
Losses for each of the 280 Metro- 
politan Market Areas in all basic 
sales classifications as well as the 
Top 100 Metropolitan Markets in 
the nation and the Top 25 Metro- 
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will give you a source of market 
comparison and a yardstick for 
measuring the sales performance 
of your company. Write today 
for your free copy. 
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Advertising Age, July 28, 1958 


Highlights of This Week's Issue 


Bryan Houston Inc. resigns its remaining | 
share of the Colgate-Palmolive account 
—the $2,000,000-billing Cashmere Bou- 
quet products—after losing Ajax to 
McCamm-Erickson ......ccecescereeeevenee Page 1 


D'Arcy Advertising Co. will take over 
the Studebaker-Packard account from 
Burke Dowling Adams Inc. as the auto 
maker gears itself for new sales ef- 
forts Page 1 


John L. Bricker is named exec vp of 
Outdoor Advertising Inc. effective Sept. 
15, and will head up OAI operations 
until a new president is named later 
in the year ............ TS TEE oe. Page 1 


Ried! & Freede pushes “tough years” be- 
hind it, expects to reach $5,000,000 
in billings this year despite its 
off-Madison-Ave. location in Clifton, 
N. J. Page 2 


The I of Pr s in Advertis- 
ing, Britain’s advertising agency asso- 
ciation, after studying subliminal com- 
munications, orders its members to re- 


stint Trt} 


frain from using it “in whatever 
form for advertising or sales promo- 
tion” Page 2 
Detroit was “a victim”—not the cause— 


of the recession, J. O. Wright, general 
manager of the Ford division of Ford 
Motor Co., tells New York Sales Ex- 
ecutives Club Page 2 


The house organ field expands to 4,000 
publications with a combined circula- 
tion of 160,000,000 despite the re- 
cession, “House Magazine Directory” re- 
ports Page 2 


Food promotions can be successful de- 
pending on what the retailer thinks 
of them and what he does about them, 
Murray Yunker, ist vp of Certified 
Grocers of California, tells Assn. of Na- 
tional Advertisers workshop ........ Page 2 


Cincinnati is added to list of cities with 
all newspapers under one ownership 
as the Scripps-Howard Cincinnati Post 
buys the Times-Star .....................Page 3 


Packaged sales of beer continued to climb 
in 1957 and amounted to 79.4% of all 
beer sales last year, the 1958 “Brewers 
Almanac,” published by the U. S. Brew- 
ers Foundation, reports 3 


Billings by clients of 113 Canadian ad- 
vertising agencies amounted to $226,- 
084,000 last year, an increase of 10% over 
1956, the Dominion Bureau of Statistics 
reports ovwPage 3 


Americans smoked 34,439,600,000 cigarets 
during June, according to Sindlinger 
& Co. Page 


Reach, McClinton & Co.’s billings hit $15,- 
685,000 for the fiscal year ending June 
30, it reports 


Liquor advertising in magazines will set 
a new record in 1958, True predicts, 


with distillers spending 8% more to hit 
A TECOTA $33,450,000 0... ccccccccceneeeee Page 15 


Newspapers in 132 cities have reported 
r.o.p. color advertising linage in May 
up 10.6% from the like period in 1957, 
according to the Hoe report on r.o.p. 
color 


Ziv Television Programs has realigned 
and enlarged its national and syndica- 
tion sales staff 


Unsound pricing policy by some print 
and broadcast media is hurting sales, 
Michael J. O'Neill, ad director of TV 
Guide, says 


Florida Citrus Commissien plans to con- 
tinue its hard-hitting ad themes during 
the 1958-1959 season ...................Page 35 


Jane Trahey bows out as president of 
425 Advertising Associates, house agen- 
cy for Julius Kayser & Co., to set up 
her own shop, Jane Trahey Asso- 
ciates Page 36 


The marketing concept will force the 
agency of the future to give more 
“reasons why” for everything it does; 
promises better ads, profits and ac- 


count stability, G. Maxwell Ule, 
senior vp in charge of marketing 
services, Kenyon & Eckhardt, pre- 
eae Page 47 


James Woolf lists eight things hurtful 
in ads to creating a favorable product 
image ... Page 50 


More than 20% of Negre families plan 
to buy cars in 1958 and 85% of these 
plan to buy new cars, Ebony 
ports 


Dip in newsprint business continues, with 
production and consumption both de- 
clining during the first half of 1958, the 
American Newspaper Publishers Assn. 
reports Page 62 


Bureau of Advertising plans an industry- 
wide newspaper promotion program for 
next year Page 64 


REGULAR FEATURES 


Advertising Market Place 
Chain Store Sales 
Coming Conventions 
Creative Man’s Corner 
Drawthinks .... 
Editorials 
Farm Magazine Linage 
Getting Personal 
Looking at Radio and Tv 
Looking at Retail Ads ........ 
Mail Order and Direct Mail 
On the Merchandising Fron 
Photographic Review 
Rough Proofs 
Salesense in Advertising ........... 
This Week in Washington 
Voice of the Advertiser ..... 
What They’re Saying .... 
You Ought to Know .... 


re- 


FCC Awards Contested 
Toledo Channel to Reams 

The Federal Communications 
Commission has picked former 
Congressman Frazier Reams as the 
winner of a seven-way contest for 
Channel 11 in Toledo. It had an- 
nounced several weeks ago that it 
had tentatively decided to make 
the award to Mr. Ream’s company, 
Community Broadcasting Co. Mr. 
Reams has also been president of 
WTOL, Toledo, since 1938. 

Early last year, FCC Hearing Ex- 
aminer J. D. Bond had filed an 
initial decision suggesting that the 
award go to Great Lakes Broad- 


casting Co., partially owned by Ar- 


thur W. Reichert, president of 
Beeson-Reichert Inc., Toledo 
agency. The station will be Tole- 
do’s second. 


Publishers 


Established repre- 
sentative invites 
publishers’ in- 
quiries regarding 
coverage of Mid- 
die-West terri- 
tory. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 
5935 Montrose Avenue, 34, Tl. 
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Vis fast and proofs 


4 at SERVICE 
© where delivery 


are set right the 
first time! 


“Where typesetting is still an art" 


SERVICE typographers, inc. 


723 S. Wells St. » Chicago 7, Ill. * HArrison 7-8560 
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A CITY LARGER 
| THAN PITTSBURGH 
IS HIDDEN INSIDE 
LOS ANGELES 


| your newspaper advertising 
if it’s not in The Mirror News 


Ss 
: 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


WHAT KIND OF A CITY IS IT? 


It has 422,000 children—more children per family than any 
other metropolitan daily in Los Angeles. 


Miami Atlanta 
Dallas Seattle 
New Orleans 


83% of its providers are in well paying occupations— earning 
$4,000 or more. 


More than ialf of the homemakers are 39 or under. They’re 
<j smack in the middle of their buyingest years. 


you're still covering 


a market smaller than the LOS ANGELES EVENING 


Hidden City of The Mirror News. M e RO R N F WS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


They have more than $1'-billion to spend on clothes, cars, 
appliances — anything that’s advertised in The Mirror News 
—the only weekday metropolitan paper in 4 out of 5 Hidden 
City homes. 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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This Week in Washington 


Fight for Tighter Controls of Food 
Additives Peters Out for the Moment 


By Stanley E. Cohen i 
Washington Editor 

WASHINGTON, July 23—Half a) 
dozen years ago, Dr. Ira D. Cardiff, 
Yakima, Wash., apple packer, went | 
all the way to the Supreme Court | 
in a successful effort to keep food 
and drug inspectors out of his 
plant. 

His victory was so complete that 
President Eisenhower eventually 
had to go to Congress to get en- 
tirely new, and stronger inspection 
laws. 

So it was with due respect that | 
Food & Drug Commissioner George 
Larrick opened a letter from his 
old antagonist the cther day. The 
letter read: 

“ADVERTISING Ace is authority 


for a statement that you intend to 
require safety testing of cosmetics. 
“This occurs to me to be a very 
wise move. Many casualties have 
resulted from the fallout of un- 
tested lipstick. I trust that your 
department will take measures to 
safeguard the public’s Oedipus 
Complex from this danger. 
“May I suggest that your tests 
be conducted with the usual Dull- 
esian technique, under God, and 
the results classified. We surely 
don’t want the 1,500,000 commu- 
nists to come into possession of 
how little we know.” 
® Footnote to Dr. Cardiff: Al- 
though federal 
pressed 


officials have) 
in Congress for tighter|since consumers seldom see these 


control over the use of chemical 
additives, there is no sign they will 
win, at least this year. In fact 
there was a flare-up in the House 
this week by members who claim 
Congress is actually moving in the 
opposite direction. 

On and off since 1950 federal 
officials and spokesmen for con- 
sumer groups have called for laws 
requiring manufacturers to provide 
proof their additives are safe. But 
despite an occasional show of in- 
terest, the House committee on in- 
terstate and foreign commerce has 
yet to agree on a chemical addi- 
tives law. 


® Patience of the consumer-mind- 
ed members of the House ran out 
this week when the committee ap- 
proved, with virtually no hearings, 
H.R. 9521, suspending existing 
rules which require labels disclos- 
ing the use of chemical preserva- | 
tives on fresh fruits and vegetables. | 

Ordinarily this bill might have) 
passed with only token resistance, 


labels anyway. But sponsors of 
chemical additive legislation dug 
in for a stand. “After eight years,” 
complained Rep. Leonor Sullivan 
(D., Mo.), “we have a right to ex- 
pect something better. Instead of 
reporting a bill to provide import- 
ant and necessary new protection 
for consumers, this committee gives 
priority to a bill which takes away 
some of the protection consumers 
already have.” 


“Fair trade” 
Senator Balks groups hit a big 
obstacle this 


Fair Trade 
week in the per- 


son of Sen. Alan Bible (D., Nev.), 
chairman of the Senate commerce 
subcommittee handling proposals 
for a federal “fair trade” law. At 
the House commerce committee 
and the Senate small business com- 
mittee, “fair traders” earlier this 
year faced forums openly sympa- 
thetic to their cause. But in Sen. 
Bible, their witnesses faced a 
chairman who made it clear that 
his subcommittee will not act on a 


Because industry knows that only NEW and BETTER products 
will bring the NEW PROSPERITY, and, this year, 
is spending $8 billion to produce them... 


Every day, economists stress and re-emphasize 
that NEW PRODUCTS are the salvation of 
business in this faster and faster moving economy. 


Each new product creates new opportunities for 


those who can supply 


the materials and parts 


which go into the new products or the equipment 


for their manufacture. 


What is the best way 


to find and convince those 


who are now specifying and buying for these 


new products? 


Perhaps the most efficient new product ever 


devised for marketing to industry was the 
PRODUCT NEWS AND INFORMATION 
MONTHLY, originated in 1933 by Industrial 


Equipment News. 


Until then, product news, though the best-read 
department of industrial papers, was treated 


incidentally. 


IEN was the first business paper to make the 
spreading of product news PRIMARY, COMPLETE, 
and its SOLE FUNCTION. 


The best way to reach and sell those who are 
selecting the products for the new products is to 
advertise in that industrial paper which best 
serves product selectors by best reporting product 
news and information. 


Details? Send for 26-piece complete 


Data File Folder. 


Industrial Equipment News 
Thomas Publishing Company 


ee PRODUCT INFORMATION HEAD 


tong hy, 


~., 


25-year 
leastest.’ 


Both sides of your ad dollar 
work overtime in IEN 


Since 1933, the buying power of your ad dollar has dimin- 
ished greatly as inflation grew. But not in IEN! In these 25 
years, [EN’s rate has increased only 4% per thousand and 
is actually lower than it was two years ago. 


While our last increase was back in 1955, and production 
. costs are up substantially since, and postage goes up in 
August . . . for 1958 our rates remain, so far, unchanged. 
And you may be sure that we shall continue to follow our 
rate policy of “the mostest of the bestest for the 


461 Eighth Avenue, New York 1, N.Y... . Affiliated with Thomas Register . . . , & 


Tire Ad Rules 


| facturers who want more time to 


Advertising Age, July 28, 1958 


federal “fair trade” law this year. 

In the face of Sen. Bible’s de- 
termined opposition, “fair traders” 
are expected to “settle” for a “vic- 
tory” on the House side. By get- 
ting their federal “fair trade” law 
out of the House committee on in- 
terstate and foreign commerce, and 
perhaps through the House, they 
might be in a stronger position to 
renew the fight in the next Con- 
gress. 

Incidentally, the House commit- 
tee on interstate and foreign com- 
merce won't be reporting a bill 
carrying the official designation 
“fair trade” or even “resale price 
maintenance.” Its bill sails under 
the title, “An amendment to the 
Federal Trade Commission Act so 
as to equalize rights in the distri- 
bution of identified merchandise.” 


Tax court’s new 
Co-op AdTax decision bracket- 
Move Aided ing warranties as 

part of “price” 
for excise tax purposes may 
strengthen the position of federal 
tax officials who are backing regu- 
lations which apply excise taxes 
to co-op advertising funds, too. 

The decision on warranties was 
a blow to appliance and auto man- 
ufacturers who have argued that 
costs incurred servicing warranties 
represent a price “rebate” to the 
consumer. They have been fighting 
for millions of dollars in excise 
tax rebates on the grounds that 
they were “over-taxed” because 
excises were computed on a base 
which failed to allow for the cost 
of servicing warranties. 

In the co-op ad tax dispute, ap- 
pliance and auto dealers say funds 
collected from dealers toward co- 
op ad funds are not part of “price” 
and should be excluded from the 
base used in computing excise tax- 
es. So the court’s formula in the 
warranty case may be to the point: 
It said, “What is the customary 
practice of the trade?” It decided 
warranties were not ordinarily re- 
garded as price reductions. Ulti- 
mately it may be asked to decide 
whether co-op ad assessments are 
so closely tied to price that they 
are in effect part of price, or 
whether they are a separate trans- 
action which tax collectors should 
ignore in levying their excises. 


Federal Trade 
Commission is 
turning a deaf 
ear to tire manu- 


No Delay on 


get into line with the commission’s 
tough new tire advertising rules. 

Under these rules, manufacturers 
are barred from using more gran- 
diose names for inferior lines than 
for their first line tires. The in- 
dustry agrees the reform is over- 
due, but some companies want 
more time to change their molds or 
work off inventories which are in 
the distribution pipeline. 

No go, says FTC. Advertising 
rules will be enforced after Aug. 
27, and manufacturers who have 
mislabeled tires on hand will be 
expected to add stickers which re- 
veal the true quality of the tire. 
In addition, FTC says, manufac- 
turers ought to provide distributors 
and dealers with stickers which can 
be used to correct mislabeled tires 
still in stock. # 


Davis to ‘U. S. News’ 

Fred V. Davis, formerly with 
TNT Tele-Sessions Inc., has 
joined the Detroit sales staff of 
U.S. News & World Report. 


Consistently GRADY 


Warwick TYPOGRAPHERS 
920 WASHINGTON ¢ ST. LOUIS 3, MO. 
Serving Clients in 43 States 
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You have to have something worth saying to a kid. 

You say it at his eye-and-ear level, not an inch 
above or below it. 

Maybe you use catchy tunes, funny animals, car- 
toon pictures. Lots of things that kids like. 

But you never forget a kid never buys wishy- 


We do a lot of children’s advertising for many of the following clients: Avista 1% INSURANCE COMPANY * AMERICAN MINERAL SPIRits Co. 
ATCHISON, TOPEKA & SANTA FE RarLway Co. * THE BissELL CARPET SWEEPER Co. « BROWN SHOE CoMPANY * CAMPBELL Soup COMPANY 
CHRYSLER CORPORATION * COMMONWEALTH EpISON COMPANY AND PusLic Service COMPANY * THE CRACKER JACK Co. * CRANE Co. 
THE ELEcTRIC ASSOCIATION (Chicago) * GREEN GIANT COMPANY * HarRRIs TRUST AND SAVINGS BANK * THE Hoover CompaANy * KELLOGG 
Company * THE KENDALL ComPANY * THE MaytaG Company * Mororota, Inc. + NATIONAL AssociaTepD MILLs, Inc. * PHiLip Morris 
Inc. * CHas. PFIZER & Co., INC. * PILLsBuRY MILLs, Inc. * THE Procter & GAMBLE COMPANY * THE Purge Om Company * THE PuRE 
FueL Or Company * Srar-Kist Foops, Inc. * SuGAR INFORMATION, INC. * Swirr & COMPANY * TEA CounciL or THE U. S. A., Inc. 


LEO BURNETT CO., INC. 


washy advertising; that you have to have your facts 
straight; and that you better not try to fool a kid 
—even once. In short, kids are people and the only 
real difference between them and full-grown men 
and women is years. 

But that’s the tricky part of talking to kids. 


CHICAGO, Prudential Plaza * NEW YORK ¢ DETROIT * HOLLYWOOD * TORONTO 


ae Ral hn. »® sae eee he i? Perk at - a Pa {ee ee + a ad arr La . <T 
Ss 3 ii eee: aM 2 ne gl a oh eae a é ; ba Farina Se pee vat ae Fist, 3 * : Bh * tebe eae Sy ieee can pa ce aries” Dies ae! eee) 

a Pied cy pe ee ie : ' : r a See tea a sea Ca a2 = Wg ' a ae Bes ve ae oa ¥ 
sd ; a : a aed i PX pr ae 
* - Fi 

\ ae 
‘ ei 
ek il 
a x 
reg BS : 
Ee ee ane 
= as 
es et 
e eee 
Poe a. 
oe ae tf 
a a 
nel oa a 
ribs Rae os 
eat be aes 
weed Pat: 
hie a ox. 
ge 4 een ai 
i x 2 eens 
i br 
an ee ee eee ee em OO eR Re ee eee oS 
Se : ESI Beale te | tines vey, 7s wees “eee Ec Sr aieay yg Po eae ee cage FS Ear es Fo Coe eee. “wae ag eee aoe tes &, a) oh oe Oe Sa ee phil a ae 
wa zs f=% Be Ais SA San ait ‘ i Rae cae ee og Peewee ce ray sateg” ~ eager Ser ah . Mt ( ji Se i sy oe ie ay Mae S eee 
= ' ‘ ae GS age Ox ont puke Seg oe, rete te Pw rae to, SOER SS git a aerial ae a caret: Siang 2 tie ce : oe: 
r a or ee ey ae ei 1B aa « “aeak: mse ae ory Nie oh ne eae oe bey es ag ee A : ais ome at ee) Sa eee pi an 
5 ; pea eh CM Ree tet eae Oey aati. oe gs > es, ie ee ek cp eR, SRN Ss ee ea | Soa ie eet Lem eee * es is i ie 
yl Pager, ee PEARS S00 ee me ead hae er! ee = sears * a ae Aue are en Cs > eke Para uel fy RE atric Re hes eee Ger “et ee ra ee Sel ae ee aes eA a 
ee fc ees, wate oe ee Reh ae a Say Ri: bee tee bp =e Be 4 & ig’ ae as OS eel . » nah oe ah eee ae Bare ee eae #0 ks : "Be Pc pack eS eo ie ee 
ale ea ee, eee ee PN a 4 mee ee oe : See Re eee Gan eae Bee 
5! i emg NaS SS i aes op Oe ie Ma jethe es pe ae i aa . CT ee P Lig at nae ha 1 Be i gi IR i iar) Sate ier a ll = 
SNS ae, . Bee ee Reet = eaves 21 econ re, oe ne ae ey Se a a bite ’ Moet ee ae a gl is Ces a ae eg Fe eS ee ar ih edges : oe % 
eet ae Some. fea Bt sh ae Seis 2a <7 ee pans oe $3 ——— oY " 5S re we eh) es Se Boe eo a eee : ai 
Lee ieee «eae, lee PAS ee 2 oe —— ; Os, SORA Scents en ee ial a Mem eee til 
: bt: seal rie rm eee TON == Se es Ee eee psa * - ay wif ae Po Ee Lah aoa” Le eee 2 ee 
Bes. a Le 5 Te RAP RE 5 say ey goons Hee Se oth eR oe ihe ERE. ts eee a ; < pela ue eee Ei Sees tae sist | oo ae ome ee 
a thes a. hk ee ee : . Np ERS eS ie te ils 
gs ie se Ne we OE FRR PY peta ag ar 4 } 7, OS Ea ie nO ee aT ne ee <>” ee ate 
ers he Goeeeees 3) ae fice <Siaeaagternme oh ares ed . “= ee ee Se nee pr ee soem et eg ce rire 
Fs t ; is Y : Bray) pect seg is ” SS . a * q * $ rg ie 2 age Rena s ue, re Pie se ES ngs 
ae be tisk 2 : “a pene kar © Paes i ae es 6 Bey nal “ae ‘ eae ie Se saan a 
ae ee are alert ad Se eo easy eo See see os ‘ a Gee Ae ane é mn Re ae betaine. : 
eee Baa ot Same. 3 eo wettgtc see Met sy “is 8 cop Miu cans 8 * Pe a al . - ee; *, » — a a eee me ere BME ae ee Ties hoe Ya eS ae ie, 2 asks 
lath ‘ a ee Sg A ch ee le ME tao cal Ae Sa i) eee me ene” meg > . : > Pye 1 emer sscel, i! SOC eo ae" : taf Qe Ol = atl ‘pet i 2 
oe ies eas Pe ame ae eS eS aN ‘, es geen I se ee re eg oe eer = ges 
oe Tica eee share ee Re eee eo ceo. . a Bs, ite on Ne i pe ee ers ass dita 
i og Hh BA e eee en é ta ES. age oy al pitas me the a . 4 Bs es ee, od rn Ove hs Sieg ae ey iy beaEME 
sae eS ee i ee ee he, Se ihn oh te eee ~ ; eS ee oe “cS ame?” Ape 
os ee ed ae cope on Te Se wat? ee Ce ty Oe Te ea fe iy Opa t ' ie | 2 ig ete ae a ‘ Pe. Se ree 
ay 3 ao A ap cere ci. <i han CRE ay eS em eles ° 4 em 3 er me ree 5 a gon 2 Sa eh shes 
- 1 OS RE Lee RR ee eer pet ae acs (ON lg? Cee enh, <7 poe - Le a eit ee Ree See | ae i - 
rs i, Fe ae pee aii ts ie aaa eet & ae : a es 4 oe ; “aa ‘ ; se, , ae ee tee a ye ee Sa F io 
4 y Ne AE Gem eee a <r Se ener!’ aie c & : . Y "Ta BM Cee 3 eee Se sede hea 
aie . ae ee pees lgree ogy cae a ¥ apes). a we : ca nT . a a eh Re ss MRR ea KT st oe lee Ad A 
in i a sie Melee ee ‘Sass ioges. ae Ce Pe aa - « St ey Bie eee ph ree le Beis 
, Sik te i mca eet ea fe eee os Pte eee 1 Se Tee On : pple . . * aig Es ree ee Re Seas ag Ge 
SS yisas, ya ye a Se ee vs et Meet 5 Ute De oR 2 3 Rp eee Signs fa i Wes 
t Ree nee. ah (tok decane ia meee ey OB RRR = TS <a a . *« S&S * ty ‘ ee ie Fg ae ee ee 
a eee ee cae Pein: 2 * "SER. a ae " ee —  — . $4 % e a = pee : ES Se Co) pe 
s Calg OG (oes See) (a ae “s eee tee, | ea Pak a lo a -_ « > oe ri . eT BS rs rat po ar 
in es eee MM a bo 2 ll am TS i aac ee ad a 3 43 .* z , af eee i ay perce ee FS ee ge 
ai aA igs : Sia Aleta 4 Es na aa = ' 7 - BA : m ETRE gees Pe ee He 
foe ee ahd 5 : aS ois tag -_ 1 SL ae ee Broa Seteeseae %) i ie 3 “Nc aie ite Sete Kit 3 5 Repos 
wee Settee 3 5 fo oe) eal « oC ee eae ae er ee ~~ - ? i. * ym Bs a ae eras vat, 
gis A Baer et eee.” BS She gale ae el j ee ~ - 2 “ 1s reed i eeiily saa ete 
sa Z ag a Mg es iat iaiy ’ . peee Wee.) eer ees . —— © ‘2 * Pees ee Yan err i a 
‘zr BP om a ee rae ‘ roe : ioe : oe ea om = . Si SRO Se on Se ig See ie 
ee 3 aietiass elo eh s re a EE — 4 oe ee Toe: i 
r - . & ae: 4 ‘ Renae es pe ROR 7 
‘ et e r ’ 7% deer “a - ‘ 
k . : ee ae : i . F a 
; “¥ te Selig ~ s ena i « aa ‘ 
ee EY Dena me we a j so ee ee 4 + “ep casi ye ae a OF ey e " 
ae " Ma ai ae ae: e eae i — oa _— | * . i Pie * i 4 4% 3 BM ea GN 2 ee Ory et cae eo 
ie aE : eset i 4 % cath dg - - "ee e *) Ff ety i Siti Bios 
ou mone ae th 5 aS A . 5 aaa . & ‘ + * a a; ta 4 SL vie ee eer er on ia ne 
iN ee ue Ua Paws ae Re oe ee ed i % j : « ¢ ' Ad oh oe eee tO alee oul Sue co eaN 
tp. (SAA ee siicuelcon Sake S. ” Sie aa aa Ree ’ ° oe ee % ous -. m + ’ Reta es in ge ey sk ee 8 
Ring cS I yeaa: is 8 SN ieenni bie ec gees: , ea ie a % a | . sf - ae at he Be he ey iereeaa Pe: 
= bg cm eet et Pi Li ere Ge Gots ‘ 3 t @ 4 * en 3 ree Siam weit iy a iy aes 
es eines Bah Dy ed Pech... gi eiiuades Sa 3 - hae ‘ fa ‘ ee eee eS ft ee ee a eh my oe 
. cat Ey Tae we Sears Se P 2. « * rid + - * ee eats Sn p> A a RD aca oat nae A 
Phe M r) a? . aa f - . € & Se 6 oH +e ae el een Sw he a eae ied A oS 
crite, a a “AN i Sa i oe = ma s - + 4 ~ ¥ - 3 4 ane ae eg 0S ee vee re 
7 Ree Dee Sen ek wah elas la ckeag ee ee j ~ bee , : . ¢ a | Py er sit ) IRE ASE 0 se il ek Ott ae 
E 5 ey : rent Stee... ae o> ll BP) a les alee, i Oe yeaa fopmbieet : aaa 
E ae ee 2 eee el ae oe 4 ° a é : ease pao 2 
} eee 9» Spagt a Nh acral re wee “ . , : ae i : A eRe nok place Me hat 
ae > eae ere Maids as ot : x <t erg be ee ees arp eared " ee bi eth big 
a ; ac frst, P ; a Fé. a _ : Bl Pee peta i Be ake ch ‘ 
y x i a 2 5 o * ; #4 M Siam eae ot ees: 
ae eset “ae Met ac ‘a Op bs is , Res oa, : me i aa EPR es) : ¥ ges 
fl Pe tae ne oe a x aime ‘. ‘. « # : au ae ; ao j 
mee 2s pane a at ers 5 acs , * : “ pit ne ity ned = oo ane me te 
sé es ieee P ‘ aie Sar tig aorta Man ame 5 f * oa iy Rip ePRNES eas RIC gt eG ee ee eee ee 
Sor, owe 2 os aie a ae its oa « a ae eee Se oie a Oaee 
Pe ie ene a r ; Pet seme Winn a ea Vie 2% ~, ie Sp eae etter Era meme ieee 
tie ats : eS tie” aaa 1 a Peet wl ee a en ee . > ae - 7 ee OC Ae a ee... |. i oi comtelg 
ic = phe vee Toe a oe 4 é : 3 ae ess re, 3 . bee a (ES SP Ei ae tae ee a Cae eee 
Soe ers Wr . am : oe Ts eS a , s ; f aged sie Vat REC gees joc oa en RA 
aay eae . re. Bee. 20S el Se » ee MOEN TE EMIRATES Oe ORS” Sans 
i ' a. . eae Yee ——. eal ied , E i hie Ye “hee eRt atten 
vf ‘ 4 a Gee Wel eae sf os . 4 : ° : Been ate sees at 
rs ae a. of a - J * s “4 soo : ere ie 
: es r 5 g , a ; ; * ‘ ; 
ie * : Pets Der oe ae a agree : 
: Ey. : ‘ a5 ten , : S$. ie ‘ 
‘ aa _— Bae gts 8 ay ; i & es ; ‘ z =e 
eis hens *% — 3 ~ 
bai ae , EE Ee 2). a ; ; ae — te ae et aires ci yee Fae ep: 
eis Sa . ‘ : ae ee ad 
gaa - 7 - 
: as » 5 _ a." 2 
, > yey gage... is 7; i aale a 4 me : 
ie rs bis 6 i ‘ es : 
‘ ae 3 - “ 2 : eee ,. ; 
m ail pie E "ee aE se , fj 
ann: * a E ee ene 
$e ° . : er ssi Ns, 
Age. . — - : WG 
f roa ia ree 
es poupaence 
ies vane, 
‘ eee 
: Ere 
ae Aaah TER 
“oF pee ies 
44 eS ae 
LY a an 
re: ene 
pee aes 
$6. iy 
es nate 
Paes ete a 
ee, : 
a Mee 
a (ety ay 
Be fe" : Bee ou A 
b har J eee re 
, eo a 
ae 
' nt 
: ’ 
is ee 
NS Sits aes 
ieee er on 
35 an 
ee is 
ats ea; 
er ay 
ee <4 
eutoe i ot r; 
BAR ty A 
ere wera i 
, a 
es 
often 
; ers 
as at 
ra i. an eel 
a i] sae Es 
pd ee r 
“ 7 
7 plies) <4 
a aol 
ae 
: ee TT 
tues 
Nae 
: - We @ ee ' 
ies $i. aoe 
Bed fades 
7 ete 
ee ety: 
<a ay = 
» Bicy 
o a 
iS 
. Ai, ¥ 
Ret at 
oe tall bh a ees ae cme ee oon eo i e*) AEF : a Risers ° 
7 ; ; _ ; : Se Sa eee ee bar ne eS ot Se fer AE? iy prea i aati ie 
= — ee - tt es Sows) & OR ‘ . : :: A i ‘a Pee ere 
en, ey ae ney ioe 
“ai ; a) : 
ae vue 
set eit Tite 
a Sg Ae, ace 
pee: Ae a Speed Ot, Ee 


Humor, Not Dull © 
Sell, Neededon 
Radio: Freburg 


Humorist Says Many 
Agencies Kill Good Ideas 
Before Client Sees ‘Em 


Cuicaco, July 25—Agencies and | 
not advertisers are responsible for | 


most of the loud “dull sel]” radio ||= 


commercials which are being heard | 
today, Stan Freburg of Freburg 


Ltd., Hollywood, charged here to-| at 


day. 

Speaking at the creative broad- 
cast session at the three-day Sum- 
mer Workshop on Creativity in Ad- 
vertising sponsored by ADVERTISING 
AcE, Mr. Freburg said that many 
agency men he knows are horri- 
fied at the thought of using humor 
in radio commercials. Many new 
and different ideas for radio spots 
are killed by agencies before they 
reach advertisers, he charged. 


® The well-known musician and 
actor, who just got into advertising 
two years ago, maintained that hu- 
morous radio commercials will sell 
products, but the humor must be 
done by professionals and not am- 
ateurs. 

“Humor in the hands of amateurs 
is like guns in the hands of chil- 
dren,” he said. He urged agencies 
to hire professional comedy writ- 
ers to create and produce humorous 
commercials. 

“People are not morons,” Mr. 
Freburg said, “and if you believe 
it, you had better get out of adver- 
tising. People will do anything for 
a laugh and they remember humor 
longer than other things.” 


s In supporting his contention that 
humor will sell products, Mr. Fre- 
burg said that more than 1,000,000 
jars of Butternut instant coffee 
have been sold since Jan. 1, 1958, 
and almost all of the advertising 
has been in radio. The theme of 
the ads is that it took Butternut 
five years to develop an instant 
coffee. 

He warned his listeners that 
many well-written ads have been 
damaged in production, and he 
urged agencies to hire top-flight 
actors and musicians. 

Three outstanding examples of 
humorous radio ads selected by Mr. 
Freburg were commercials for 
Dodge automobiles, Kelso paper 
napkins and Mary Ellen jams. 


s Hanley Norins, vp and copy di- 
rector of Young & Rubicam, New 
York, urged his audience to “throw 
away the book” in the creation of 
new and better radio commercials. 
However, he warned admen to 
keep the basic rules of advertising 
in their commercials. 

Radio listeners are a very inat- 
tentive audience these days and 
commercials must be carefully 
done and must stand out in order 
to reach consumers, he said. 

He advised advertisers to devel- 
op a familiar trademark or logo- 
type for their radio spots, to hire 
local radio personalities to deliver 
the ads and to make sure that the 
spots are run in compatible sur- 
roundings. 

“Sound is the key thing,” Mr. 
Norins said. “All of your commer- 
cials must be created with sound 
in mind. You must avoid loud, un- 
pleasant sounds.” 

He maintained that there is a 
large new field for new electronic 
sounds which can be used in com- 
mercials. “There was more copy 
research done in one year in tele- 
vision than was done in the entire 
histofy of radio,’ Mr. Norins said 
in pointing out that there are few 


ibe necessary 


creative blocks in radio. # 
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Win a Charge CONTEST 


‘ 


AH pow owe te spend to spterg 
‘ 


* 


WASHINGTON, July 23—The staff 


day opened a campaign against 
airline barter deals with a com- 
plaint charging that KLM Royal 


= |Dutch Air Lines violated govern- 


-_ 
ere cee ee ee ee ee 
See TS 


SPREE—This year’s teen-ager contest 
by Formit Co. offers charge ac- 
count prizes. This page runs in 
Seventeen and American Girl, 
August and September; Co-Ed and 
Miss, September. MacFarland Ave- 
yard & Co., Chicago, is the agency. 


FCC Okays CBS’ 
Buy of WCAU 


WaAsHINGTON, July 24—The Fed- 
eral Communications Commission 
today authorized CBS to buy 
WCAU, radio and tv, from the 
Philadelphia Bulletin. 

With the consummation of the 
deal CBS follows the lead of NBC, 
which obtained a Philadelphia sta- 
tion in a deal with Westinghouse 
four years ago. 

The $20,000,000 package, 
largest in the history of the com- 
mission, has been tied up at FCC 
since January. WCAU and 
WCAU-TV were both CBS affili- 
ates, with WCAU radio’s operation 
dating from 1922 and WCAU-TV 
from 1948. The Bulletin remains 
in tv with a controling interest 
in WDAU-TV, Scranton. 


# In approving the transfer today, 
FCC hedged its action with a 
series of reservations. It said the 
action would not preclude any 
further reconsideration that might 
in the event of 
changes in its network or multiple 
ownership rules, or with respect 
to pending anti-trust matters. 
Commissioner Robert Bartley ob- 
jected to approval of the deal. 

According to documents filed 
with the commission, $15,600,000 
represents consideration for the 
broadcast stations and $4,400,000 
for land and buildings. 

With the acquisition of WCAU, 
CBS reaches the full limit of five 
vhf and two uhf tv stations al- 
lowed under existing multiple 
ownership rules. + 


Northrup-Aircratt 
Appoints EWRR 


BEVERLY HILis, July 23—North- 
rup Aircraft Inc. has appointed Er- 
win Wasey, Ruthrauff & Ryan, Los 
Angeles, effective Aug. 1 to handle 
advertising for the corporation and 
its four divisions: international, 
Northrup at Hawthorne, Nortron- 
ics at Hawthorne and Anaheim and 
Radioplane at Van Nuys. 

The appointment followed an 
“evaluation” of advertising during 
which a number of agencies with 
Los Angeles offices made presenta- 
tions. Two other agencies had 
reached final consideration by 
Northrup advertising plans board. 
They were Stromberger, LaVene, 
McKenzie and West-Marquis, 
which has had the account for the 
past nine years. 

EWRR this week also acquired 
the account of the California In- 
dustrial Development Co., San 
Francisco. # 
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|ment regulations by giving free 
| transportation to radio and tv 
|}contest participants and winners. 
Many times in the past there 


- have been reports that the Civil 


Aeronautics Board would crack 
down on the barters which are be- 
hind the airline plugs on radio-tv 


-| programs, but this is the first in- 


stance in which the board’s staff 
has formally applied for a cease 
and desist order. 

The complaint filed by the 
board’s compliance staff cites five 
instances in which KLM is ac- 
cused of giving free transportation 
as part of a promotional arrange- 
ment. The complaint contends this 
violates CAB regulations because 
it represents a departure from reg- 
ulations which prohibit free air 
transportation except under care- 
fully specified circumstances. 


® In informal investigations of 
other airline “swap” arrangements 
in the past, CAB personnel have 
taken the position that promotion- 
al arrangements between airlines 
and advertising agencies or media 
are illegal unless the airline con- 
| tracts for fixed promotional bene- 
| fits at a stipulated price, and the 
advertiser in turn buys a stipulated 
amount of transportation at the 
regular CAB rates. 

Details of the five deals cited in 
|the KLM case were not disclosed 
‘in today’s complaint, but they 
would presumably be disclosed in 


sary, CAB personne! said. 


Account’ CAB Hits Free Air Rides for TV Quiz 
Contestants in Exchange for Free Ads 


of the Civil Aeronautics Board to- | complaint, 


} 
j 


| transportation to well-known writ- 


The incidents, according to the 
occurred under con- 
'tracts or arrangements with the 
following organizations: 

1. The Lorehn Agency of Hous- 
ton, agent of the Houston Interna- 
tional Flower & Garden Club. 

2. Radio Station WWDC, Wash- 
ington, in connection with the 
“Miss Washington” contest of 1957. | 

3. Flack Advertising Agency, 
Syracuse, agent of the A. H. Pond 
Co. 

4. Spotlight Promotions, New 
York, agent of “The Big Payoff’ 
television program. 

5. Willoughby Camera Stores 
Inc., New York. 


s While there are no cases on 
record where the CAB has pro- 
ceeded against airlines for entering 
into promotional barter deals with 
advertising media, the compliance 
staff filed a complaint against Pan 
American in 1952 for giving free 


ers and other personalities in ex- 
change for publicity. As a result 
of this case, the board ruled air- 
lines had to enter into contracts 
for stipulated services at a fixed 
price. Compliance officers contend 
that the price of the contract can- 
not ordinarily be identical with 
the price of transportation. 


= The current investigation of 
KLM and reportedly of other 
air carriers which have entered 
into free plug arrangements with 
radio and tv programs, relies on 
Section 403 of the Civil Aeronautics 
Act, which specifies that airlines 


| tion except to limited categories of 
the event a public hearing is neces- | travelers specified in CAB regula- 


must not provide free transporta- 


| tions. + 


postal rates on most kinds of do- 
mestic mail go into effect next 
week, but business mail users are 


Mail Users Seek Softening of Postal 
Hike on Books Mailed Outside US. 


WASHINGTON, July 23—Higher) 
\spending on the order of $100,- 


|picture of the U.S. abroad by var- 


making a last ditch stand to tone! 


down the 50% to 100% increases 
|which Postmaster General Arthur 
Summerfield plans for books and 
periodicals mailed outside the 
US. 

Beginning Friday the rate for 
postcards advances to 3¢, for let- 
ters to 4¢ and airmail 7¢. There 
are also higher rates for individu- 
ally addressed pieces of third 
class mail, controlled circulation 
business publications and books. 
Increases for publications using 
second class mail and for bulk 
third class matter are also in- 
volved in the domestic rate ad- 
justment program, but do not be- 
come effective until Jan. 1. 


= The controversy over proposed 
hikes in international mail rates 
gathered momentum this week as 
mailers and trade _ associations 
called on Postmaster General Ar- 
thur Summerfield to hold public 
hearings before going ahead with 
rate adjustments which he has al- 
ready announced (AA, July 21). 
At least a dozen associations 
joined in a protest warning that 
increases are so large they are 
sure to have a serious effect on 
the circulation abroad of American 
educational and cultural materials. 


= The protest said, “We believe 
that it is not in the national in- 
terest, especially at this time, to 
take any action which would re- 
strict foreign readership of Amer- 
ican publications. 

“The U.S. government, through 


the U.S. Information Agency, is 
000,000 a year to spread a true 


ious means of communication in- 
cluding the stocking of American 
publications in . information li- 
braries around the world. It is 
hardly consistent with this pro- 
gram to restrict the foreign circu- 
lation of these same American 
publications through normal 
channels of commerce and library 
interchange through greatly in- 
creased postage costs.” 


® Unless Mr. Summerfield re- 
sponds to the protest the 50% in- 
crease in rates on books mailed 
outside the U.S. will become ef- 
fective Aug. 1. Increases for peri- 
odicals ranging upwards from 
50% to 100% or more would go 
into effect Jan. 1. 

Individual mail users who have 
met with postal officials have 
been told that the department re- 
gards the adjustment as necessary 
to comply with international trea- 
ty obligations and to cover in- 
creases in costs. 


= Some postal people claim the 
1958 postal rate law left no alter- 
native for the department other 
than to increase foreign rates be- 
cause the bill contains a rate- 
making formula which specifies 
that the department is to pay its 
way, except for certain specified 
public service functions. 

Among the groups signing the 
appeal were the Magazine Pub- 
lishers Assn., Associated Business 
Publications, American Book Pub- 
lishers Council and American 
Booksellers Assn. + 


Advertising Age, July 28, 


Heinz Finds Shitt 
to Wholesaling Is 
Helping Its Profits 


PiTTsBuRGH, July 23—Up until 
1954, H. J. Heinz Co. had a dis- 
tribution system of direct selling 
and d2livery to retail stores. 

The company served 275,000 
outl.ts direct from its own ware- 
hous :s and factories and delivered 
much of its product with its own 
trucks. 

The company started to change 

ever to a system of distributing 
its p’ojvucts through wholesalers 
and dist. butors about four years 
ago, gradua''y and quietly. 
The temp: really quickened 
about three y: ics ago, and is now 
80% compicte A company official 
said today tha. Heinz has reduced 
its direct shipments to retailers 
by 90% with the strong implica- 
tion that such direct selling will 
continue to dwindle. 

The changeover excludes sales to 
large chains, sales which are made 
to the chains themselves, with de- 
liveries, for the most part, dis- 
patched to chain warehouses. 


1958 


s The annual report for the fiscal 
year ended April 23, 1958, stated: 
“Our transition from a system 
of direct distribution to retailers 
through company operated ware- 
houses to a system of distribution 
through wholesalers is nearing 
completion after three years of 
intensive effort.” 

This report adds: 

“Wholesalers and _ distributors 
now furnish us with a flexible, 
efficient and aggressive distribu- 
tion system that will keep retail 
outlets properly supplied.” 


s The transition is described in 
the report as “costly” and as a 
temporary brake on the compa- 
ny’s net income. But the state- 
ment also is made that Heinz 
management is confident that the 
major problems have been solved 
and that “the savings and effi- 
ciencies” will be reflected in fu- 
ture profits, starting in fiscal °59. 
The Heinz company had 65 
warehouses (including those at 
most of the company’s 12 factories 
in the U.S.) as of May 1, 1957. 
The company has eliminated 24 
smaller warehouses, mostly by 
giving up leases, and undoubtedly 
will discontinue more of them. 
Most of those that remain will be 
big, highly-mechanized, regional 
or factory warehouses. 


® Heinz officials have explained 
that the change in distribution 
has been dictated by the trend to- 
ward mass buying and mass mer- 
chandising in the food business. 

They have emphasized that the 
change means no reduction of 
Heinz sales force, but frees sales- 
men from routine chores of bill 
collecting, small order taking and 
checking up on small accounts. 

In an article written in March, 
1956, President H. J. Heinz II 
reported: 

“Today 65% of the retail ac- 
counts formerly served direct are 
serviced through 1,500 distribu- 
tors. Thus we freed a force of 
some 1,400 salespeople for more 
in-store work.” 


s The Heinz report for fiscal 1957 
made this comment: “Two years 
ago we began to modify our dis- 
tribution system in order to re- 
duce costs, improve our service to 
our customers, and be more flexi- 
ble in meeting their delivery re- 
quirements. 

“About 70% of our sales to in- 
dependent grocers is now being 
handled through cooperatives, 
voluntary chain groups or whole- 
sale distributors. Through utiliza- 
tion of these distribution channels 
more Heinz products are avail- 
able in more stores to more cus- 
tomers.” # 


a ae Oe 


gavage hae” 


% Sy - 4 AEE Aine Pe ae. iF cota = ee ea S ae he or a at are =A ie, — 2b — i. vi 
aaa a ee P ; i apa os 4 ae - i ies oe Pe Pte « . $ PS Ped as ea tae < ; x cae 5 Ae: aaa ol . ic’ Se arin ed 
a 

a | | ' 

y’ 3 WTF : 9 

; ‘eal P| ~~ ie hag f 
ae » oll . 
‘age a Cd = - Sag 

rae See ==: ke 
ae ¥ 4 soe, sere ereee rome oem cee = 
oe PRI By 
A \ SRS | 
er ty PG ee 
sie ame he oe q 
yee SS cke anes cies 
> ae | \ == Se BS 
ae Sse eer 3 
2 Fei \ * maa wen Bs 
ae. yp — oy a tere iS 
s Srscwee ecess | SS See ee Be 
ie SAS TS i ge-—--—— -- Ss 
ee Ses Sete | Seo ( i 
1 ee [S255 SS nt an ; 
- BEE econo: | —-- - a. 
oe trie SST i . 
Pe % 
ety i 
| = 
a, ee 
a ae 
Biss q ch 
ge - 
ee! ae 
ee ee ed 
aor, ; wes 
ete ' 
ater ee 
a 3 ree 
Daa bh ae 
eee Es 
Ries : i 
i. ee: 
= _ : 
— = 
ao 
" 3 
fi is 
ae aS 
pace, ee + ; 

A ¥ ’ 
ee ss 
ee. Se 
aoe oe 
gene ks 1a n 

f 

m ; i = 

~ ae a 
i, a 
a . 
i as 
; ee 
Gn ee 
veg Bei 
Piles ego, * , 
Fe ee \ A 
ce eam i 
i 
i ; 
ema i‘ 
Ee. a 
es a: 
a, i) 
ta 1: 
Joma ‘a a 
Mere re 
is 5 
re es a j ag 
naar yi ‘x 
ee ae 
see ; : 

i 
a a 
beside j 
ma a Z - \ oa 
Jk ; a 
eo 1. 

an ] ; 
ie i ; 
; ‘ | 
Less ’ 
oad i : 
tes fe! 
7 ae ‘ 
fas = ' : 
RS ) : 
as 
dees j A 
ae ee 
aii es. * 
aie | ae 
ys ce 
is e 
ce, 3 
ee ¥ ‘ “ * 
oe of : “ \ « 
‘ee eae eae ee eg we Tea ee Seen A SS rae ele ee eet, eae — SONSC A Ea See ie eS : iene es ee : : se Sal de Dias ATES Vi een ee eee 
Ds Bin ies Cae fe See eee nd ay aa nis nen Pee, ee eae i feet aay ray geen ae oven det coho Ue oe a 
ee SE ; ts ee ene 
ce ft lies 
es inl goa ohn edn Ok eats 
aged ee ee A io ise ne ie Perenitc: hes : 
eee ape oa EO oS PS Sigs ier Se ae ACs cafe Veron ce Mia oy 


outdoor 
says everything 
D-X Boron has 
Oo sell! 


4 


miles between stops 
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Poater designed by Potts-Woodbury, Inc. 


“Since 1925, Outdoor Advertising has been a mainstay 
of our ever increasing advertising program. We know 
Mr. Clarence EF Niessen, from experience that it is one of the most economical 
ways to reach the masses. But the main reason we use 
Outdoor is to reach people when they are most 
receptive to our selling message... when they 
are in their cars ready to buy gasoline or oil.” 


Advertising and Sales Promotion Manager, 
D-X Sunray Oil Company, says: 


8S out of 10 people remember OUTDOOR Advertising!” 


a J 
Standardized Outdoor Advertising, 24 and 30-sheet Posiers—and Painted Bulletins. i) 


OAI 
OUTDOOR ADVERTISING INCORPORATED ©. (¢ 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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CARE 
TO 
COMPARE 


We were going right along, pitching cost per thousand ad 
page exposures, when an agency friend brought us to a 
kindly, though stone-dead, halt. 

“We're after BIG impact,” he remonstrated. “What’s your 
cost per million exposures? How does it compare with TV?” 
Happily, we had our golden rule (M-1, slide-type) and a 
copy of the new Politz study of Ad Page Exposure, which pro- 
vides the first validated comparison of the magazine ad page 
and the TV commercial. 

After a bit of calculating, we quoted the figures: 
>» Cost per million exposures to a black and white 
page (for purposes of comparison) in The Saturday 
Evening Post: $900. 
>» Cost per million exposures to a one-minute com- 
mercial on one of the 10 top-rated TV programs: from 
$1,062 to $2,079—averaging out at 54% higher cost. 


AD PAGE 
EXPOSURE 


We couldn’t refrain from pointing out two factors that 
would push most television advertisers’ costs higher than 
those cited: One, having a program that isn’t in the top ten. 
Two, the o’nery habit that some viewers seem to have of 
walking out on the commercials. 

While our agency friend was nodding — in agreement, of 
course—we pressed our suit. (Purely a figure of speech; we’re 
always well groomed.) We said that the Post’s Ad Page 
Exposures—more than 29,000,000 per issue—are proved con- 
tacts. And documented by age, sex, income, education and so 
forth. That Post readers are proved Influentials, who broad- 
cast your message by word of mouth to millions of others. 

By this time, our friend wasn’t nodding — he was asleep. 
And on his face was the smile of a man whose media problem 
has been answered. 

We tiptoed quietly from the office. 


The Saturday Evening 
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The Editorial Viewpoint... 


The Shape of the Recession 


ADVERTISING AGcE’s survey of some 30 of the giants of the advertis- 
ing agency business, published in these columns last week, confirmed 
other general opinions of the kind of recession the country is cur- 
rently suffering from. 

The decline continues to be largely locked in the capital goods 
field, with consumer non-durables holding up extremely well. De- 
partment store sales, for example, were up 5% from a year ago 
during the week ended July 12, and are only 2% below last year 
for the year to date. The big sufferers have been the makers of in- 
dustrial goods, the building industry (which is now showing signs 
of recovering nicely) and the automobile industry. 

Similarly, agencies with consumer goods accounts (except auto- 
mobiles) report volume maintaining or even exceeding last year’s 
record pace, whereas those handling automobile accounts have lost 
billing sharply in that category, and much the same picture is true 
of industrial equipment and supplies. 

From the beginning, economists have pointed out that if the de- 
cline in sales could be kept out of the consumer non-durable area 
recovery seemed reasonably quick, because continued retail demand 
for the host of products and services which consumers use up would 
inevitably start the wheels turning more rapidly on the industrial 
scene. Now this goal seems to have been accomplished, and there 
is a good deal more optimism about the near-term outlook than there 
was a month or so ago. 

Since there is an inevitable lag between advertising volume and 
general business conditions, the next couple of months are not likely 
to set any records for advertising volume. But there is some reason 
to believe that the picture will get better as the year draws to a close, 
and that 1959 will be a somewhat better year than 1958 has turned 
out to be. 

The only thing that seems certain is that caution will continue to 
prevail, but that the bottom has been reached and passed. If the most 
recent world crisis subsides, we should be able to expect better times 
ahead; if, on the other hand, it heats up further, the demands of war 
will once more solve any possible over-production problems we may 


Blatnik Spells Trouble 


The Blatnik subcommittee in the House of Representatives is 
giving advertisers in the cigaret, dentifrice and weight-reducing fields 
plenty of trouble, as we predicted would be the case some months ago. 

The unfortunate part of the situation is that few people, including 
advertising people, will deny that the advertisers have pretty much 
brought the investigation on themselves, with claims that get broad- 
er and broader, and more and more tenuous, from day to day. 

We don’t hold with the American Dental Assn.’s notion that, with 
regard to toothpaste advertising, the firmly entrenched notion that 
everyone is innocent until proven guilty should be abandoned. But 
we can’t help thinking that the Blatnik subcommittee may do some 
good in bringing a little more restraint into the advertising picture 
in certain areas. 

And if it demonstrates weaknesses in the Federal Trade Com- 
mission enforcement system which can be overcome without violat- 
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“And then she says, ‘I don’t care if you are a vice-president .. . you’re 
just another light on the board to me’.” 


ing normal operations of sense and justice, so much the better. Every 
decent and responsible product manufacturer, and every decent ad- 
vertiser, automatically resists further regulation, but also knows that 
if the regulation is sound and practical it will help rather’ than hurt 


him in the long run. 


Pot Calling Kettle? 


While we're on the general subject, we can’t help registering our 
amusement over the protest of the National Hairdressers & Cos- 
metologists Assn. about Max Factor’s claims for Natural Wave. 

The hairdressers and cosmetologists may be 100% right in their 
assertions, for all we know, but it’s hard to forget that these are the 
people who invented the obviously impermanent “permanent” wave 
in the first place. Sounds like a lot of hair-splitting to us. 


= 


= 


— 
7. 


What They're Saying... 


Agencies—'Major Wielders’ 
When we think of the factors 
that have made this the genera- 
tion of conformity, one stands out 
—the advertising agencies. In our 
day they are the major wielders 
of social control. There are no 
taste-makers so powerful. More 


|than any other influence at work 


in contemporary life, they are 
pushing Americans toward con- 
formity. They are dictating the 
content of radio and television 
programs. By means of these me- 
dia they are bombarding all of us, 
are bombarding children from the 
moment they can listen and just 
barely read. 

There is no doubt at all that 
these hidden and _ irresponsible 
persuaders are treating human 
beings as a commodity to be traf- 
ficked in—analyzed, acted upon, 
exploited, bought and sold. 

—Rev. Robert J. McCracken, River- 


side Church, New York, at Pratt In- 
stitute commencement. 


Mixed Up Guinea Pigs 

The people who dream up the 
gray flannel commercials are in 
somewhat of a dither. They are 
puzzled as to why some little pig- 
gies go to market while other little 
piggies stay at home. So they are 
having us all psychoanalyzed—us- 
ually without our knowledge. This 
process is known as Motivation 


; Research. MR, as it is called in the 
|trade, is based on the not very 
amazing “discovery” that humans 
do not think and act logically. It 
seems that we select our automo- 
biles, cigarets and toothpaste for 
the most peculiar reasons... 
Depth probing, a sneaky Peeping 
Tom kind of technique, really digs 
the dirt. It indicates that most of 
us are a mess of complexes, com- 
pulsions and contradictions. The 
only question is whether we are 
more mixed up when we are con- 
scious or when we are unconscious. 
Of course, this type of research is 
nothing new. It undoubtedly ante- 
dates what has been misnamed 
“the world’s oldest profession.” 
The first MR practitioner was the 
serpent in the Garden of Eden. 


—Herbert A. Leggett, editor, Arizona 
Progress, published by Valley Nation- 
al Bank, Phoenix. 


Comes Gradually 

One of the largest agencies has 
a reputation for never firing its 
personnel. Instead, one of its long- 
time employes tells us, “First they 
move you to a smaller office; then 
they take your secretary away; 
when the cleaning women put Bon 
Ami on your window and don’t re- 
move it, you know it’s time to 
leave.” 


—Advertising columnist Doris Willens 
in the New York Journal American. 


pies ; 
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Rough Proofs 


If you were to ask the man who 
owns one, he might turn out to be 
a dealer trying very hard to be- 
come the man who used to own one 
or more. 


Defending the need for motion 
picture advertising which appeals 
|to the emotions, David Lipton 
seems to think the soap and ciga- 
ret advertisers have invaded this 
area entirely too aggressively. 


It was bound to happen. Do-it- 
yourself has come to grips with the 
| professional beauty industry as the 
National Hairdressers and Cosme- 
tologists Assn. complains to the 
FTC about Max Factor advertising 
of Natural Wave. 


| e 
| The members of the National 
Assn. of Broadcasters have become 
hardened to criticism, but they 
must have cringed when Congress- 
man Celler called them “pusillan- 
imous.” 

* 


Pan American soon will be able 
to whisk you across the Atlantic 
to Paris via jets in about seven 
hours, but with the Folies Bergere 
now going abroad, what’s the hur- 
ry? 

. 


John J. Nelson says “manipula- 
tion” is what the advertiser does 
to the consumer and the consumer 
does to him. 

And if it weren't for Vance 
Packard, it would still be called 
by the good old-fashioned name of 
persuasion. 

7 


Farm housewives, the ad says, 
spend more time in their kitchens 
and prepare more meals for larger 
families. 

And they seldom have to worry 
about how to tempt puny appetites. 


| One hand washes the other, the 
|}old German proverb says, and 
maybe some Kingston sales will 
develop out of that Ford plan to 
promote convertibles by offering 
Jamaican straw hats for $1. 


His master’s voice is still heard 
clearly by prospects all over the 
world, and so Victor Co. of Japan 
has won the Dentsu grand prize 
for the best advertising of the year. 


“It’s easier to start a habit than 
to stop one,” philosophizes Seven- 
teen. 

That’s right—American League 
baseball clubs have had a hard 
time stopping those winning habits 
of the Yankees. 

e 

Dr. Pearlman of the American 
Dental Assn. says a lot of dentifrice 
advertising is misleading and de- 
ceptive. 

Not including, of course, the 
copy which enjoins the reader or 
viewer to see his dentist twice a 
year. 

+ 

A farm publisher looking for a 
general manager says he “should 
have a thorough understanding of 
what it takes to make a publication 
successful, especially national ad- 
vertising.” 

And maybe some understanding 
of what it takes to get it. 

Copy Cus. 
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the world 
of Kenneth Goodwell... 


an almost average oil jobber 


Kw GOODWELL is the president of the Good 
Oil Co., in Richmond, Indiana. Ken is a busy 
man, He owns and operates two bulk storage 
plants for petroleum products, eight trucks, 
three warehouses, and three service stations. 
In addition, he supplies eleven other service 
stations and three other gasoline retailers. 


Ken and his company are representative of 
the 8,000 to 10,000 oil jobber concerns that 
market 40% of the gasoline and 80% of the 
heating oil sold each year. America’s oil job- 
bers, together with their oil marketing man- 
agement counterparts in the major oil 
companies, comprise almost the entire market 
for pumps, hose, meters, tanks, compressors 
and all other oil marketing equipment. Oil 
marketing is also the world’s biggest market 
for tires, batteries and automotive accessories. 


You can learn about the world of Ken 
Goodwell in NPN’s new 20-page booklet, “The 
Almost Average Oil Jobber.” It’s full of pho- 
tos, facts and charts that will help you to a 
real understanding of these men, their opera- 
tions and their importance to makers of oil 
marketing equipment, tires, batteries, auto- 
motive accessories and associated consumer 
items. You can get a copy by writing to 
National Petroleum News... for 50 years the 
magazine for oil marketing management. 


Petroleum 
News. 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N. Y 
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Ketchum Shifts Two, Boosts Two} 

Gerald F. Laird and Rainer Ess- | 
len, account executives in the Pitts- 
burgh office of Ketchum, MacLeod 
& Grove, have been transferred to 
the agency’s New York office. Mr. | 
Laird has been with KM&G five) 
years, working on the American 
Gas Assn. account. William E. 
Pensyl, vp in charge of creative 
services of Ketchum, MacLeod, has 
been elected to the board of direc- 
tors. William E. Parker, a vp, has 
been elected secretary. 


Pacific Mercury to Kellogg 
The Joplin, Mo., division of 


Pacific Mercury Corp. has named 
Edward S. Kellogg Co., Los An- 
geles, to handle its advertising. 
The appointment does not include 
the Thomas Electronic Organ ac- 
count, which remains with Foote, 
Cone & Belding. The Joplin divi- 
sion manufactures flasher lights, 
generator sets, sonar, electronic 
cables, missiles, aircraft systems, 
test equipment, telemetering sys- 
tems and other electronic com- 
ponents. 


Anderson to Join Brady Co. 
Leo Anderson, managing editor 
of Industrial Marketing, Chicago, 


since April, 1957, will join Brady 
Co., Appleton, Wis., as a publicity 
account writer Aug. 4. Mr. Ander- 
son has been with Advertising 
Publications Inc., publisher of In- 
dustrial Marketing, since Decem- 
ber, 1953. 


lowa State Prints TV Brochure 
Iowa State College has published 
a brochure which announces a new 
system of recording and reproduc- 
ing color tv, which it says is com- 
patible with other systems. Copies 
are available from the Director, 
Iowa Engineering Experiment Sta- 
tion, Iowa State College, Ames, Ia. 


IRE always remembers the man. Klystrons, traveling- 


wave tubes and other microwave equipment do more because 
of Edward L. Ginzton. For his creative contribution to the gen- 
eration and useful application of high energy at microwave 
frequencies IRE remembers him with this year's Morris Liebmann 
Memorial Prize. His and all other important advances in the 


science of radio are recorded by 


The Institute of Radio Engineers. 


* Cleveland «+ San Francisco * 


72 West 45 Street, New York 36, N. Y. 


i, 


On the advertising pages of Proceedings your products and services also 
become part of the record of radio-electronics. It will help the man remember 
s you if he sees your sales message in his own professional journal. Remember, 
if you want to sell the radio industry, you've got to tell the radio engineer! 


Proceedings of the IRE 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 
Chicago 


@ 


los Angeles 


YOU'RE ONLY 


HALF-COVERED 


LINCOLN A-Z ARB SURVEY 


JANUARY, 1958 


Have you noticed how much 
the Nielsen NCS No. 2 hos 
expanded Lincoln-Land? 


IF YOU DON’T USE KOLN-TV! 


There are two big markets in Nebraska. One you 
can reach through an Omaha TV station, the other 
you can’t. With 232,397 TV families in 69 counties, 


Lincoln-Land is Nebraska’s other big market. 


vw ye The Fet- Ze a A lations 


WKIZO.TV — GRAND RAPIDS KALAMAZOO 
WKIO RADIO — KALAMAZOO-BATTLE CREEK 


WEF RADIO — GRAND RAPIDS 


WIEF FM — GRAND RAPIDS-KALAMAZOO 
NEBRASKA 


KOLN TY — LINCOLN. 
Assiocated with 

WMBD RADIO — PEORIA. 

'WMBD.TV — PEORIA, ILLINOIS 


Avery-Knodel, Inc. 


i. 


Exclusive National Representatives 


Viewed Most Viewed Most The Lincoln-Land market can be really covered only 
Before 6:00 P.M. After 6:00 P.M. by KOLN.-TV. 
KOLN-TV 29% 48% 
Station B 21 19 KOLN-TV is the Official Basic CBS Outlet for South 
Station C 16 13 Central Nebraska and Northern Kansas. Ask Avery- 
Station D 4 9 Knodel for all the facts. 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, July 28, 1958 


Getting Personal 


The first Fulbright scholar to be sent to the U.S. to study ad- 
vertising is Pierre Chaslin, copywriter with the Elvinger Advertis- 
ing Agency of Paris. He is now completing his thesis for a master’s 
degree in advertising from the University of Illinois, and just spent 
a week in the Chicago office of Marsteller, Rickard, Gebhardt & 
Reed. He will shortly head homeward via Japan and Indo-China... 


COOK-OuT—When members of the Mutual Advertising Agency Net- 

work met in Chicago last month, Allan Copeland of Allan Copeland 

& Garnitz, Chicago, hosted them at a barbecue in his back yard. 

With him are Ron Smith, Smith & Dorian, New York, and Beverly 
Beltaire, Beltaire, Vincent, Hull Inc., Detroit. 


Leonard Dreyfuss, president of United Advertising Corp., Newark, 
has been appointed regional vice-chairman for New Jersey for the 
U.S. committee for the United Nations .. . Thomas A. McAvity, 
vp of McCann-Erickson, has been named chairman of the adver- 
tising and publishing divisions of USO Fund for New York for the 
58 campaign. . . 

When Leon Kondell, ad director of the Passaic Herald-News, 
died suddenly earlier this year, his friends established the Leon 
Kondell Fund to make it possible for the three Kondell children to 
carry on their education. Now Jack Lake, ad director of the Eliza- 
beth Daily Journal and principal mover in the fund, reports that 73 
people have contributed a total of almost $1,500. The fund is still 
open . 


Asia Fs 
~ : oa 


sy 


poe” 


AHOY—The man at the helm here is Richard Goennel, of Ladies’ 
Home Journal’s New York advertising sales staff, who sailed in his 
eighth Bermuda race this year. He was watch officer aboard the 
yawl Figaro. A founding member of the Storm Trysail Club, he has 
participated in many long-distance races, including the Trans- 
Atlantic and Trans-Pacific ocean races and the British Fasnet race. 
This year, as in 1956, he is chairman of the Cruising Club of America 
inspection committee for yachts entered in the Bermuda race. 


The merger of Erwin Wasey, Ruthrauff & Ryan has proved to 
be significantly successful, the agency reports. Prior to the merg- 
er, Suzanne Craig was an R&R secretary and Robert McCoy was 
assistant production manager with Erwin Wasey. On July 17, about 
a year after the companies combined, Miss Craig and Mr. McCoy 
have announced their engagement and plans for an early fall 
wedding. . . 

Grand winner in Mercury’s Ed Sullivan tenth anniversary contest 
for station promotion managers is Jack Townsend, KELO-TV, Sioux 
Falls. He receives $500 cash, plus a 1958 Mercury commuter station 
wagon for the station’s use. Receiving $500 in cash are Phyllis Do- 
herty, WNAC-TV, Boston; Morris Quave, WDEF-TV, Chattanooga; 
and Judd Choler, WFMY-TV, Greensboro, N.C. A special award 
of $250 goes to Robert Murdock of KSL-TV, Salt Lake City ... 

Joan C. Oswald and William F. Kenny III, in the ad department 
of The Saturday Evening Post, will be married Sept. 27... 
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“the super-magazine 

hat really 
moves 

the goods” 


says A. D. DAVIS 


President of Winn-Dixie Stores, Inc. 


Winn-Dixie serves the South with 467 stores . . . 
one of America’s leading supermarket operations 


Recently, Mr. Davis made a trip to Europe to study merchandising practices. As he 
suspected, Supermarket U.S.A. is truly one of the marvels of the world. 


THIS WEEK Magazine is apparently another, to judge from what Mr. Davis says: 

@€¢@ The reasons for the successful development of mass merchandising techniques in 
American supermarkets are threefold: 

1. Automobility . . . making possible the purchase of quantities of goods in one trip. 

2. Brand Acceptance . . . established by continuous and aggressive national advertising. 
3. Super Magazines . . . with forceful local impact, such as THIS WEEK. 

“That is what makes America the great nation it is . . . super everything. And, in 
that regard, may I pay my respects to the super-magazine of this nation, THIS WEEK 
Magazine, which packs a real sales wallop for those products regularly advertised. Your 
magazine performs a vital service in our area by delivering a strong impact on families 
who shop at Winn-Dixie stores. It really moves the goods.99 

Top grocery men all over the country will tell you: if you want to move the goods... move THIS 
WEEK Magazine to the top of your advertising schedule. 

Your advertising is read by more people in THIS WEEK MAGAZINE than in any other publication. 
12,000,000 families read THIS WEEK every week. Your advertising in 1111s WEEK gets heavy 
newspaper coverage combined with high magazine readership . . . ai a very low cost per 
thousand. THIS WEEK is today’s most powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun * The Birmingham News ¢ Boston Sunday Herald ¢ Buffalo Evening News* * The Charlotte Obser.e’ + Chicago Daily News ¢ The Cincinnati Enquirer * Cleveland Plain Dealer * The Dallas Morning News * The Denver Post 
Des Moines Sunday Register * The Detroit News « The Houston Post * The Indianapolis Star * The Jacksonville Florida Times-Union ¢ Los A geles Times * The Memphis Commercial Appeal « The Miami News « The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States * New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulic!\n * The Phoenix Arizona Republic « The Pittsburgh Press ¢ Portland Oregon Sunday Journal « Providence Sunday Journal 
Rich d Times-Dispatch * Rochester Democrat and Chronicle * St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio £:)ress and Sunday News * San Francisco Chronicle * The Spokane Spokesman-Review « The Syracuse Post-Standard 
The Washington Sunday Star * The Wichita Sunday Eagie *Effective October, 1958 
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r—— Special Report from Atlantic City 


JUNE SETS RECORDS IN ATLANTIC CITY! 


® Circulation set a new all time high—23% gain over 1957. 
® General advertising showed an increase over last year. 
®@ Retail advertising reached a new peak. 

® Classified advertising is also up! 


To sell your product in this prosperous Southern New Jersey Market you 


Atlantic City Press 


Southern New Jersey's ‘Good Morning Newspaper’ 
Rolland L. Adams, President 
Gallagher-Delisser, Inc., National Representatives 


NAIA Winds Up Fund Drive; 
_Ad Campaign Continues 

The National Assn. of Insurance 
Agents, with more than $1,150,000 
pledged by 18,000 members, has 
announced completion of a fund- 
| raising drive for its 1958 advertis- 
| ing campaign in behalf of the inde- 
|pendent agent. The organization 
also announced that the advertising 
| phase of its program has not yet 
been completed, with ads still 
scheduled in Life, Look, Reader’s 
Digest, The Saturday Evening Post, 
Farm Journal and Sunday news- 
paper supplements. 

Advertising is also scheduled for 
the “Today” program on NBC-TV, 
as well as spot tv commercials in 
areas not covered by the network 
program. Doremus & Co., New 
York, is the agency. 


Doolittle Joins Honig-Cooper 


Advertising Age, July 28, 1958 


‘Liquor Ads Will Set 
New Record in ‘58, 
‘True’ Study Shows 


New York, July 22—Liquor ad- 
vertising in magazines will set a 
new record in 1958. 

This prediction was made 
by True’s “Beverage Industry 
Trends,” which says that “distill- 
ers’ spending in magazines for 1958 
will rise approximately 8% to a 
record level of $33,450,000.” 

In the January-through-May pe- 
riod, the report says, “while dis- 
tillers’ spending in some major 
media was lagging, actual expen- 
ditures in national magazines rose 
6.3%.” 


s It is pointed out that liquor ad- 
vertising in the second half is 
usually higher than in the first six 


| Robert Doolittle, formerly with | months. In a typical year, it says, 


‘Campbell-Mithun, Minneapolis, 
has joined the creative staff of 
Honig-Cooper, Harrington & 
Miner, Los Angeles. 


O 


THIS IS SOME SMOKE!” 


He’s switched to a brand of cigarettes he saw advertised on WGN-TV. And he’s 
sold! The program he saw was Whirlybirds where he and 801,570* viewers watch 


—and buy as a result—every week. (*Nielsen— May 11—June 7, 1958). 


A receptive, loyal audience to top-rated programs, is the WGN-TV audience. 


That’s why Top Drawer Advertisers use WGN-TV. 


Let our specialists fill you in on some exciting case histories, discuss your sales 


problems and advise you on current availabilities. 


The station that puts "GEE!" in your Chicago sales! WGN =-“1V 


Chicagoans watch Channel 9 


about 35% of the money invested 
by distillers in magazine adver- 
tising is expended in the first five 
months. 

The rate of advertising increase 
for total whiskies (domestic and 
imported) is projected at 6.3%, 
while non-whisky distilled spirits 
types are expected to increase ag- 
gregate 1958 spending in national 
magazines by 12.2%. 

Magazine expenditures for liquor 


in 1957 amounted to $30,950,000. + 


Hoffman Sets Fall Campaign 


Hoffman Electric Corp., Los An- 
geles, has set a $500,000 fall cam- 
paign for its consumer products 
division, “the most extensive mag- 
azine and Sunday newspaper sup- 
plement campaign in the division's 
history.” Full-color ads will ap- 
pear in The American Weekly and 
other newspaper magazine sec- 
tions. Electrical Merchandising, 
Home Furnishings Daily, The New 
Yorker, Sports Illustrated, and 
Sunset Magazine will also be used. 

A heavy radio saturation, dealer 
cooperative advertising in local 
newspapers, and point of sale ma- 
terial are also planned. Honig- 
Cooper, Harrington & Miner is the 
agency. 


A. C. Nielsen Names Baillie 

Richard W. Baillie, formerly di- 
rector of merchandising of Every- 
woman’s Magazine, has been ap- 
pointed eastern representative of 
the Nielsen Coupon Clearing 
House, Chicago. 


MORE THAN 
HALF A MILLION 
POWER UNITS 


Subscribers to TRANSPORT 
TOPICS operate 543,930 
power units. 63% of these 
power units are heavy-duty 
truck tractors used in pulling 
trailers loaded with general 
freight, household goods, 
automobiles, food, milk, gas- 
oline, chemicals, heavy ma- 
chinery, oil field equipment. 
The remaining 37% of these 
power units are straight 
trucks used primarily for 
pickup and delivery of 
general freight. 

These engines absorb mil- 
lions of dollars worth of 
spark plugs, pistons, bear- 
ings, batteries, rings, oil. 
To sell this market, use 
TRANSPORT TOPICS—the 
national newspaper of motor 
freight carriers. 


Copy sent airmail on request 


@ 
Gransport Topics 


Washington 6, D.C. 
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Win a woman’ confidence... 


and 
the rest 
18 


How does Good Housekeeping win a woman's confidence? Good Housekeeping creates a climate of confidence for every claim 


* It investigates every product that is advertised in its pages. and promise on every page of every issue. No wonder more than 
* It checks every single claim made for those products. 12,350,000* readers believe what they read...in Good Housekeeping. 
* It guarantees replacement or refund of money if the products do _This is the confidence that stimulates sales—the confidence your prod- 
not perform as advertised therein. uct and your advertising earn in Good Housekeeping. @Guarazeed by > 


*Look-Politz Study 


GO0d HoOUSek ee pin Gerses « cuss oF conncence ror your aoversno 


A MEARST MAGAZINE 
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.. two-way communication 


Industrial selling is tougher. 


But, in the face of this, top management is calling for more 
sales at a profit. 


Better marketing—total marketing—is the answer to moving 
more goods within industry. 


That is why so many industrial companies are bringing research, 
production, engineering, finance and advertising into the closest 
coordination with selling. Profit from every sale results when 
you coordinate capacity to sell and capacity to produce. 


This concept of marketing demands a strong program of good 
communication—two-way communication. 3 


Communication from @ your market, to tell you what products 
are wanted and needed. 


Communication to @ your market, to make the extra contacts 
you need to help salesmen defeat the problems of group buying 
patterns and turn more calls into sales. 


Good communication from the market depends.on your sources 
of information. You'll find practical, helpful information in 
MACHINE DESIGN’s “Geographical Analysis of the Original 
Equipment Market”; AUTOMATION’s “Confidential File’; 
FOUNDRY’s “Foundry Industry Marketing Guide”; STEEL 
magazine’s new book “Metalworking Markets in the U.S.”; 
N.E.D.’s “‘How to Get Industrial Buying Action”’. 


Consult your Penton man. He’s interested in helping you get 
the results management wants—more industrial sales at a profit. 


the | PENTON @& 


publishing company 


cleveland 13, ohio 


AUTOMATION / FOUNDRY / MACHINE DESIGN / NEW EQUIPMENT DIGEST / STEEL 
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GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where’s 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 


Tranqui-Seltzer Names Fallon tor of Jobber Product News, pub-) Direct Mail Up in 1958 
Tranqui-Seltzer Co., Los An-| lished by Stanley Publishing Co.,| pjirect mail advertising volume 
'geles, which markets a non-pre-|Chicago, has been elevated to VP./ for the first five months of 1958 
scription tranquilizer under that| He has been with Stanley since|.,. $697,363,708, as compared 
|name, has appointed Fallon & Co.,| 1957 and was recently made hon-| with $690,544,450 in the like peri- 
Los Angeles, as its agency. The ad| orary member of the Automotive| 44 of 1957, according to estimates 
budget is set at $200,000 for the Advertisers Council, of which he of the Direct Mail Advertising 
coming year. Distribution will be | was one of the founders. Assn., New York. 
limited to the Los Angeles area| 


initially, with future plans calling) Dunne Joins Adam Young em to Noble Advertising 


\for expansion to northern Cali-| Richard J. Dunne, formerly| 

fornia and other areas. | with WINS, New York, has joined| Joseph E. Murphy, formerly with 
‘the sales staff of Adam Young) Lambert & Feasley, has joined the 
Stanley Promotes Dietrich Inc., New York, radio station | creative staff of Albert Sidney No- 


| Carl B. Dietrich, executive edi-| representative. |ble Advertising, New York. 


his is Tocether . . 


This photograph (in full color) appeared on TOGETHER's 
May cover, and was made by reader Eugene Pownall, Economy, Indiana 


TOGETHER stimulates the group interests and activities of over 900,000 families 
who are active in church and community life. It is the ideal means for assuring 
family response to your sales suggestion. If what you sell sells better with full- 
family approval, you will do better when you use the exciting family magazine 
—read by all the family —-TOGETHER. 


READ BY OVER 900,000 CHURCH FAMILIES 
TOGETHER ... the midmonth magazine for Methodist families, 740 Rush Street, Chicago 11 


The colorful mid-month magazine devoted to family living. 


Advertising Age, July 28, 1958 


Filters ‘Here to 
‘Stay’ in Canada; 
20 Brands Compete 


MONTREAL, July 23—Filter cig- 
arets, once regarded as a fad by 
|those who preferred their tobacco 
smoke straight, have become a 
significant factor in a highly com- 
petitive business here. If the 
present trend continues, filter may 
soon account for more than half 
the sales of cigarets in Canada. 

Many in the tobacco business are 
reticent about releasing figures on 
their sales. But several companies 
acknowledge that filter cigarets 
represent an increasing percentage 
of their output. 

At present there are about 20 
brands of filter cigarets being sold 
in Canada and an indication of 
their popularity rise is the fact 
that at least half have made their 
debut in the past year or so. 


ws A. W. S. Pollock, president of 
Rothmans of Pall Mall, Toronto, 
says the development of filter 
smoking can be traced back to 
1952-53 when “the lung cancer 
scare swept the U.S. and caused a 
5% slump in the sale of cigarets. 
“As a result of investigation by 
|both manufacturers and others, an 
effective filter was developed. 
Since then the sale of filter ciga- 
rets has grown and now is ap- 
proaching 50% of total usage of 
cigarets.” 
| Edward C. Wood of Montreal, 
president of Imperial Tobacco, 
whose company claims 50% of the 
Canadian market, says filters made 
up between 35% and 40% of his 
company’s sales last year, com- 
pared with 25% in 1956. The main 
reason, he said, was introduction 
of a new brand of longer filter-tip 
cigaret. 


@ With the average pack-a-day 
smoker spending more than $100 a 
year on cigarets, Canadians paid 
out more than half a billion dollars 
for smokes last year. Dominion 
Bureau of Statistics figures show 
|taxes were paid on 30,149,000,000 
lcigarets compared with 26,997,- 
000,000 in 1956. The bill will be 
higher this year. 

As to the suggestion that filters 
would eventually fade into in- 
significance, Harold Wilson, presi- 
dent of Tuckett Tobacco Co., 
Hamilton, said, “I very definitely 
do not consider it a fad.” He at- 
tributes the increase in filter sales 
“to what I consider a new mode in 
smoking.” 

And Mr. Pollock declares that 
while it may have been a fad “in 
its very early stages when the 
filter cigaret was a specialty with 
very limited appeal, today the 
|filter is a major factor in cigaret 
|smoking.” # 
| 


| O’Brien Names Catton 

David Catton, formerly with 
| Vickers & Benson, has been ap- 
|pointed Vancouver branch man- 
jager of O’Brien Advertising Ltd., 
}a new post. 


Telestudios Adds Howes 


John F. Howes, formerly with 
CBS Television, has been appoint- 
ed an account executive of Tele- 
studios, New York, tv film com- 
mercial studio. 


Socony Oil Names Dersh 

Stanley Dersh, formerly of Ted 
Bates & Co., has been named su- 
pervising art director of Socony 
Mobil Oil Co., New York. 


Walter rm NEW YORK « CHICAGO 


A widely respected firm 


of se d professi L 


Magazine Publishers 
Representatives 


516 Fifth Ave., N.Y.C. 
MU 2-5253 
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PHOTO COURTESY CORNING GLASS WORKS 


20,000,000 passengers safe in the hands of the Chemical Engineer 


Special glass lenses for runway lights . . . 
another service to mankind made possible 
by the Chemical Engineer and his technology 


Wherever chemical processes are used in 
industry .. . in the familiar chemical process 
industries and constantly stretching beyond 
... the chemical engineer is your first sales 
target. He’s the instigator behind that new 
product, that new process, that new plant. 
His influence is evident in every order for 


new equipment, raw materials and supplies. 
Sell him first, and you’ve sold the CPI. 

Whatever his function — from pilot plant 
to front office — you can get him on your side 
if you talk to him in the one publication that 
talks his language—exclusively—CHEMICAL 
ENGINEERING — preferred by a margin of 
3 to 1 among chemical engineers in all func- 
tions, in all industries. This year it will reach 
them with a greater timeliness and impact 
than ever before. CHEMICAL ENGINEERING, 
A McGraw-Hill Publication, 330 W. 42nd 
St., New York 36,N. Y. @ @ 


Published every other monday 
for Chemical Engineers inall functions 
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"World Farming’ to Bow 


veloped countries of the free world, & Tractor International Corp., Kan-| that overseas farmers qualify for) pective customer. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


ndation by a farm trade 


36 SAN DIEGO: A BIGGER MARKET 


With 1957 gasoline service station sales totaling $96,168,000.00 
the San Diego market ranks 18th among the nation’s 280 Metropolitan County Areas . . . bigger than — 


MIAMI, FLORIDA . . $94,956,000 DALLAS, TEXAS . $85,856,000 
SEATTLE, WASHINGTON $87,860,000 ATLANTA, GEORGIA $85,615,000 


Sell San Diego . . . capture this alive and thriving market . . . through The San Diego Union and Evening Tribune. 
Combined daily circulation: 202,242! 84.4% readership — unduplicated. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO A.B.C. 


The San Diego Union - EVENING TRIBUNE 
The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


Los Angeles...served by the COPLEY Washington Bureau and the COPLEY News Service 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 


INC 


Advertising Age, July 28, 1958 


| outside the western hemisphere, | sas City, Mo. World Farming will; complimentary subscriptions upon |R..O.P. Color Is 
A new international farm mag-| will make its debut with a Janu-/| follow the same circulation policy | recomme ation ra 
azine, World Farming, with its cir-| ary, 1959, issue. It will be pub-' as its Latin American counterpart, | dealer or distributor who verifies 
culation concentrated in underde- lished, in English, by Implement) Agricultura de las Americas, in| that the farmer is a good or pros- 


Up 10.6% in May, 
R. Hoe Reports 


New York, July 22—News- 
papers in 132 cities have reported 
R.O.P. color advertising linage in 
May up 10.6% from the like period 
in 1957, according to the Hoe re- 
port on R.O.P. color released last 
week. 

Total R.O.P. color advertising 
linage reported by 411 newspapers 
during May was 12,246,597 lines, 
as against 11,070,138 lines reported 
in May, 1957. During the first five 
months of the year total linage 
from color advertising was more 
than 48,000,000 lines, an increase 
of 5.7% from the like period in 
1957. 


@ The five leading color users 
during May, according to the re- 
port, were Winston cigarets, 581,- 
702 lines; Esso Standard Oil Co., 
360,087 lines; Gulf Oil Co., 305,539 
lines; Shell Oil Co., 190,213 lines, 
and Phillips Petroleum Co., 181,324 
lines. 

The R.O.P. report is published 
monthly by R. Hoe & Co., maker of 
newspaper printing presses here. 
Data is compiled by Media 
Records. + 


Western Airlines Sets Drive 

Western Airlines has launched a 
major schedule of eight-second IDs 
on tv in eight western cities, to 
sell its services between major 
cities in the 13 western states, Can- 
ada and Mexico. The campaign, to 
run through the remainder of the 
year, features the airline’s famed 
“relaxed bird.” The “relaxed bird,” 
first introduced in 1955, has be- 
come so identified as a Western 
Airlines symbol that it is now be- 
|ing featured in other media, ac- 
| cording to Bert D. Lynn, director 
of advertising and sales promotion. 
Batten, Barton, Durstine & Osborn, 
_ Los Angeles, is the agency. 


| Jones-Carl Issues ‘Report’ 


Jones-Carl Inc., Dallas advertis- 
ing-public relations agency, has 
issued a “Progress Report of Peo- 
|ple in Action.” The two partners, 
| Robert Jones and Robert Carl, say, 
|“Since one of our services is the 
|planning and preparation of an- 
nual reports for other companies, 
| why shouldn’t we set an example?” 
|This “annual report,” however, 
gives no financial statements; the 
four-page report relates, instead, 
the progress of the company’s cli- 
ents. 


Animation Withdraws Suit 

Animation Inc., Hollywood, has 
withdrawn its $250,000 plagiarism 
suit against Michael Todd Co., 
which involved the animated epi- 
logue to “Around the World in 80 
Days.” The Todd company has ac- 
knowledged that although screen 
credit for the epilogue had properly 
been given to Saul Bass, all parties 
credit Animation Inc. and its art- 
ists with making a great contribu- 
tion to the creation and design of 
the epilogue, which has received 
wide acclaim. 


Best Joins Campbell-Mithun 

Norman F. Best, formerly vp in 
account management of the Los 
Angeles office of Erwin Wasey, 
Ruthrauff & Ryan, has joined 
Campbell-Mithun, Minneapolis, in 
an executive capacity. 


there is a Difference 


|WARWICK TYPOGRAPHERS 
9720 WASHINGTON © ST. LOUIS 1, MO 
Serving Clients in 43 States 


be eee ae Fup re i a a ares . i e's 7 * ‘ re. ‘) ¥. mi 7 és rs 5 ae $e ae bl wh TAC UE “a acts ae 2 Sy parr) a eet nea ‘ 
ee ee ae a ee oo ee ae ves | ssp iain eee hy ERIE seas ee ee Pee ee 
25. sae Os ae aoe Me Pees ; ie rs aes ‘ <s, Sitiaceaeais bef 2 = * eg = es ie eee. | ae 
nu ¢ ee ats ae - 2 2 —eeeagee 55 * i i ‘ ‘ ae ©. ¥ 2 é ‘ é ¥ _ as Sc Athearn me ae ‘ 
ae i Ree: 
ae ; - ® 
22 ee = 
' 
= . a | 
= <<ceeett tttttt  Clll LLL M 7 
es 
1 ; a age | a 
sabe eae ea , 
ee ees is : : 
tae ce” . cian . ’ 
as — S 4 z ; 
a * . : ; » ; 
eas Ws ‘ f pe 
ie ; x am ie 
gee sm ' 
ie ee : fa i 
Ce “ e : 
Eg ia. a j 
oe : _— oe BS b 
ae eee P . 
i die “ : » : * 
par: q e Hee 
ee “s ; 
AG J s " 
see my fee Se | 
Sao F Breet: : 
Se 4 
rk | u 
Gone , 
ee » ’ 
- S| | 
stata . 4 ; e 
Bes ee * ae 
ee a ¥ pe > 
oo — 2 oie 
% ay tn oe 
Fea bel SS i s . ) 
ae 2 A Bae sonra 0) 
ae . ; 9 
eo ier 
im : - if an ; f 
me. i ; : , By 3 
meer Ce th Sees YS ! 
ae a ., 4 iar es an ( 
oh ta in a ig ; 
ee ‘ a Wy: ee. : ——s ’ 
: i Re a eb i : 7 
- re oie et ek ate i i ‘ 
oS, ae | aA 
a ei Sea] athe Sh av ed a tee 
eas ee ice: Me tid, Sy Oe ) . : 
i % ate. Beste tothe ; ~ : Pa we. 
ee + ae ats a | 
eg . eee ; 
Be q ra “es 3 =" " : 
a eet tneeuacrs « “4 2 . ae aa a : 
pi ee j . 4 E 7 a et " 
ae 4 ; pope: et a , oe : ; , el 2 
Bar § : : Pere th ae oe ete ps ee a 4 - ea r 
: Butta aos . eee am em rt ‘ ae P 4 oe . ? 4 
ee —- = : gi , Pe oe an 
= 2 as A - a ; a4 — ee See eS ee _— ' 
a a ¥ . : y . — eng ee Reese 
oh, e 4 i . % %& 2 s a 25 ree ye a 
i : 4 , c . rad Pearce bess tae Ta os . j 
re. as ‘ al Q Pera. Ee a i 
il ea < . . | > += . ae o ; ’ oo is a 
Cea — ea a= —= aw q ; , ae é 
Psa — _— “4 “3 ——t ~— i q 
7 4 p= = Bu ( ; seit , : F 5 i Rea if 
a a ee oy - 3 . i , ae A San 
Mets =_— eee LS Se FR je ie i oa Kua ? ps —— ; 
et vg ot Pea: B eT ee ae i ss, " ‘e oe fe. ee : 
; jae Sn. ee ‘ Ras OP eee A sar bee ix ae : a 2 
ae Lae 2 eae tae pee eee om a en * ae ERG eee ah 
sat UfEe fe Oe ere é ‘ ke i 3 
dime Oger ae 2 em. en on Sa ae Wie 5 nae uses PRR A irate. q = 
ort oc, Si ay oh RR oot Gn EB a Mee eh RG j 4 e EE eee 2 Neal 4 
ga oe = | : i. — = Gantt he oe Ee 
kau we : a ' sz 
oer tb af iio, : 3 a 
Lava err. ‘ . a es 7 rn 
2 aes i Et ; is 
eS ee Sc : f; a ‘ Bi 
Sa asia co a OE RP ae r y en par a 
AGE Vee. Cig = : “iN ; 
. ee iis * ' — ae ny 
x ith ¥ ar = “ sitter 7 ' aa 
; nol ] se, (la . b j —- a si 
‘ : me ate f 24 ‘ { r 
: ¥ i .: oe, me a i ene ray ia : 
2 peak Ao e ae 2 Be joa. hea bs » b> d ‘ ate Pres Mires seat of eed : 
eutehett peg Ss Cotte i eS * a ee j 
par ere E FS re “ + 2e.  eiaa Rem . .  —Z 
Bel “ << aa Dio . : 
Seite SG f & 3 ae ‘- Ot ee es i e i 
> 
} 
os i oe, : ee 
= Vig 
ct 3 oe 
ed 
& apy | 
are 
a ie | 
one 4 | 
it 
ce | at ow 
ee " 
a 
; oo’ 
pas ‘ 
sai) | 
ee aime § eee Hl 
mee “ 4 tad * 
pee. " 
Se " 
eae 
Beit 
bea 
se ; 
7 <conestiprcigtaacencnita a ASANTE ‘ : 
xy oe, 7 i; i Se ae 
ce 5 tats Hoey 2 
cy ie im as 
gue, Sa ae 
4 is ape . é 
ea fl: : 7 a 4 
eel eh ‘ 2: 
a 1 
ead 
oa "4 4 
cee & ta 
e CUO --O a ' 
Pram) ieee . 
a 
: Racer eat ee sly neg eC Remain: Dies : PGS Ooeede ath ao By sce ati sg A DE ANC ns RR La alam I 7 : ey ne 1 gee Caer oe 2 
ae oat aR ee Ape te Po ee a 2 al my pcs * ea ae ii ies FS TSR AR comer me NETL ate ey ie = * eat al 
PS echo ate a ee RE tt 
Sah GSS ee ara ee are spa ee tae 
ANT ela rn a Ss Shee ana Smet I ag a Rae? 14 es gt janet alaals ep 
Saar aces ie ae aN Tae Cre rae ae ae Fe ae We 


ee 


Now Reader’s Digest Caribbean Edition offers 


AW AOWERTISING FUEUEILIY | 


—another exclusive advantage to bring you 
more sales in these rich markets 


Starting with the September issue, 
Reader’s Digest Caribbean Edition will 
stop the presses five times for black plate 
changes so advertisers can localize their 
sales messages to any of six key markets. 


No magazine covers the rich Caribbean market in 
such scope, in such depth, as does Selecciones del 
Reader’s Digest. It is the Caribbean’s leading maga- 
zine. And now, advertisers can enjoy still greater 
flexibility in reaching this booming market. 

By changing plates during the press run (limited 
to black ink plates only) Selecciones will permit 
advertisers to localize their sales messages country 
by country in six basic markets: 1) Cuba; 2) Puerto 
Rico; 3) Venezuela; 4) Peru; 5) Colombia; 6) Costa 


ee as ian 


Colombia 


~ 
oe Pd 
~- -. 


Ecuador! ~\-~~> 


Rica, El Salvador, Guatemala, Honduras, Nica- 
ragua, Panama, Ecuador, Dominican Republic. 

Another tremendous selling advantage from 
Reader's Digest! With a change of plates, you can 
advertise different models of a product in different 
markets. List names and addresses of local dealers 
and distributors. Quote prices in local currencies. 
Co-ordinate tie-ins with local promotions. Give 
coupons different keys. Now you can combine the 
special convenience of a loca! medium with quality 
and prestige of an internation! magazine. 

The cost of this special service? Just $50 for 
each black ink plate change— whether the advertise- 
ment is half-page, full-page, spread . . . black-and- 
white, 2-color or 4-color. Changes can be made for 
one or any combination of these markets. But of 
course, advertising contracts will continue to be 


People have faith in fReaders Dige St 


Largest magazine circulation in the world 


Over 20 million copies bought monthly 


a 


Over 1,500,000 people in this Caribbean area read and 
respond to Selecciones del Reader’s Digest each month. 


accepted for the compiete edition only—not on a 
market-by-market basis. 

Each month, the Caribbean Edition is bought by 
over 400,000 people—higher income, better edu- 
cated men and women. In these Digest families, 
48% of all heads of households hold executive posi- 
tions in business. And sales results are outstanding. 
Because in the Caribbean area, the Digest provides 
an impressive showcase for any consumer or indus- 
trial product. 

Get the full story of how Selecciones del Reader’s 
Digest can help your advertising dollars work more 
effectively in the months ahead. For your copy of 
“The Reader’s Digest Caribbean Edition— The Pri- 
mary Audience,” write or phone: Reader’s Digest 
International Editions, 230 Park Avenue, New York 
17, N. Y.; MUrray Hill 4-7000. 


a ing We. 
Ph aac i , i , s en 4 Bes ee =. oe set - os BaP Toe Eee eRe poet = Me ‘ ages ; ey 
ee -. 7 : Be pha bY ae Z : , si opel , to r 7 ‘ ee “ ‘ ° es m i rere: : 
a og 
a ane acs, "at ie: 
ones ee bet 
icy ONS 
Seat 
5 (le ME ch ae 
ae pe 
¥ aie ie 
: “aaeey 
_ ee 
; ae 
7 (Soe sens 
7 eich ieee ae 
a tae hee a 
shee in age age ay oe 
: Ci eA gma NES 
iS ee 
¥ Bec et ae 
oO a ae 
. | ae. 
. 2 an : 4 
2 Pe ial % 
eal ee ee 
entries Sata 
; We tee Mee 
i ae ie Wren tas gh al 
al Sh ‘us 
ea tetas 2 
: gee + emai Be 
ay ones le 
. ag tae 
e i, a neers aaa ee 
s poe me a ee ee ee Fe ix "ore | ee 1% Ge acme ii al 
ns e. i eye eae Pred 3 Rare, ae is ae ee ~ ee fee ‘ oe Vain’ 8 cate eas 5 5 sh 3 ioe é 
‘s aire ies ie pe ey ba f ae tite, ae ARE St woh Bed = ‘es 
4 RS a ree eas Pane Ee may aa ae ae i saat Seamer 
; a ae er a oe . Ve ve fe te : pee SS: ena die pea am 
ae pants. P a Li z cabelas i: ¢ coe . 9 he? camemee 
3 eee ee = at: inte see sei) ty ‘ es 
is eee ee é se kik ey 3 ot ns Pe nti : oe i 
~ ER eae, Soh tia pot eitira are ae es aia : en TD i 
= +» avers AE ales - ge ote P oN ge ube pisey ie a . 
4 ey aegis Ss ere ee Nae : Hives, — — \ » f fs oe : es : ia Be 
/ Foes Oe ed Meare ve Rs, Peete ce SRR ests de SET Re Me ao OES ‘ft eee ra eee 
E Beat oe eet nk Ree eo. tc er eh Rae, Pe cane Neen sea Bia. i 
-t eas 3 aes hy Para Bp a Ss 7 a Le : i 4 
‘ oo ae arte po gee.” Laer 4 i 3 "a ieee ar ae : Eee’ che Sy,” aa ae 
a! SS ca Soe NH Se. eh aes eee aT. oe : he ete ame gD EE Cer 
wr Fee, os ee egal ,o eee en single Me Sei aR Ds We S| are ae ee 
oe ae AED OD aia 2 Ps, ge Sete See iS tegen To3 ae eee iil hee ea 
‘ tt ge eee) A.) aaa ie : i ‘ ree cei 3 
. man de oe pple eh agi ae ag Z 24 ; Rte x” . eer ern Rees t 
- * = meyer eth fr aaa as so ee Pate Ne basi 4 po ee ae aati eT ET seg we 
a Q lah MMe aS Sea Re a i = tee” gaan Fae Fee ng é Pe ee eae Pe a ese ag 
A i< ‘ en ia EoRag * nile hd eee es te so) eee = eae eh eae ws 
a, JR 6 ee eee ee eee ae ANG, 
: Bence pare ae . PAG Va” gis ies ; ok aac 
oe : trogen i igg| ea oan wes “oe 
‘ es Ge ala < 7 as Gy eee ee ee ames = ee 
ve ap MORES Sat = eh. r i 2 elie ee aie / A inte Bk a ie met SSN oS Poe's 
oH oe eee “> owe Bias hs site / “fos nage a i eee Sea eee ie 
5 RL aed age, i ee Ni 4 } al ae 4 gp See aT ee SEN Per PORO Beeson ihe 
. Re ge ee ee ee ice < Venezuela WJ ‘as Te 
Ee bent i ea et Via (ea B eee 
ts i oe a ae Nera: - ‘ ’ 
ies : : ¥ ; anam a ‘ ; 
B eynaze : / aie: 
& ‘ eae a ; 5 Snel eeey ee 
i E Bei de 4 i poke 
: x gees aS Pe ‘ 5 i ch 
asst i i oe ae i eee PT aech rs lay ew eae pee ps aS, 
zai 5 ee Pe os hes ie Phe ag Re ee. nn eaten eae 
F 4 eee id eae ee pees. Prete arte oe Sa ace ie eee a, oe ey 
Bode < , Se a rene? yeaa 0) 
x ma ua ee a hk jaa sae ‘ Sl gee to eee cae a Pa 
i wits Ration ¢ o a Ne ab Coin, othe ty ; 
a ree SES ee ene : : ay ieee —- Regie: tg eae 
. ; : F 7" r s , 8 *~ % 
; ; Nee coats Cg ee oe ae 7 . es a. noes ei Bale 
ier : bl Leo. ie tl : a ‘tae. q at ae 
€: ayes : GY Rhee a ae pe ole all 
i ¢ re ee ae ak ee ee 
ey ' 3 Beas “pig oes eee ‘wierd ux % ‘ees ca Pease nis 
‘ big ee eae ee Bete eal yaks ML aOR ee Dn eda — : ao eae ae bi Ue es 
sin Pe es hae pos he Ma eT eenen oer Ta Mapa as we: s ve, Wet a EAN ee ne 
: nee ee nce aanmey a eta cee, mee oo wed St Ce in ee ate ve 
: Lig Sages aoe 3 Per Shey gp a Sat ve eee nC Ain Saeed 
: ree me te be > a ae ae PT . ee Peru Be ac pie, oe : as mh AR as 
5 Sk Laie cen ae gs a ate aie re "Ws Faas i nt te pecans SS 
a ‘ eo Pine : an eee 
en Ds : : ees ee ‘3 ra yal 
“eae : i es a 
gy “aki he ac “* Ly i : 
ra 2 Tea . - ‘ alsa p ig oe i 4 ei 
e ie fF a oe oat vps 
ee, : : es ee ee fee 
i E j fr : 
v : OT 
Atos aes: : : f s iad . : 3 
i ea ao Pied aa eat ae s 
a ‘ - ‘ait Ie OS eet eerie i NH i 
; Peete MIS ys at po ee ss see 
ih pee a ae pe il pith 45 
f Beta ae ene ney é tae ae 
ya ‘te his Ges 4 
one pad 
sy - 
at 7 
ie , 
: 7 4 
oe ie i 
ee ase 7 < s, 
; eet oy 
a ‘eg Bia tea + 
. <u eae sat ol neaai 
ss ee awe jae 
oF mcs le Peaed ety 
Me eye, 
ve, be = 
cae 2 es eee 
toe Ov eime ie 
= SN Se eae 
oe sae a ace tae 
re SNF giles Se 
et cK ee se 
ral, es ar 
ae hia 
a SS Fa } 
i ria; ae 
: eee SS 
ee ; 
ae : 
2 a. % 
od i ah i al 
(an te ao PS 
m man yn 
a a ee” 
A ‘ Fide cer: 
Y Bo aa 
~ ose 
- a hexte ithe ” 
Poe ceaemesices, ipa 
Seca = eee ate 
a See ae ee 
es : Ve | 
*Y = i 
4 t 
4 
A 
B ee: * 
») aA a 
ie: 
its ° ome 4 
= eo oka a 
x Bila a ek 
? Rae ES, 
aa Sento tae Ye 
ao a es 
of : 
4 2 ro 
Maas ox a4 
(a ee Sa 
Lee 
La a ee 
' Bie ae terete ae ee 
P- Tig ad 
4 Ns geen eas 
— ee SN 
Ek a ne a: 
Sao mete 
ae brates 7 
oe 7 
4S ao 
: 
a . - eu 
ie ae ~ its wel ae ie bia PY 2 a eee ie he ky Rie a cee Ae ee 
7 : * ee A wis’ oe een “ : se: She Meg pate ey col SW ee ak wi 7 es i eh a Se ie feat) Fe Were cme tM eee SP eg 
: bala “a ae tre | - | ers: Pe A — < qe ptt eg et 3 BP erat ig po irs) 
a ee eR de papa cas 4 PE ee 7 Ai ts faa al as Pao ee 
ge $e ghinais CoA coat tale emp aeearite ~ Cae heer ee - 
eye Settee Serta) Sa Pe eae. Ve (get? ook aa ae. a ee mere 2 
Pip Tec SL Sas ait i eS SRG aie lee erm ap ras mak 7 mi a? Pho 


ie 


Ried! & Freede Harvests Clients, Aims 
at $5,000,000 Billing Crop This Year — 


(Continued from Page 2) 


plicable by agencies handling ad- 
in the under-$1,000,000 


vertisers 
group. 


print, radio and television adver- 
tising.”’ 

Prospective clients are ap- 
| proached this way: “If you want 


In the words of Mr. Freede, “To | to increase your business, we think 
be big, you have to act big. You | we can help you. We are sales 
have to run with the big-agency | oriented.” 


thinking.” 


® Ried! & Freede is not above pre- 


® Mr. Freede, who learned the ins| paring a price sheet or a sales 


and outs of merchandising at the training manual for a client. For | 
feet of Sam Cherr at Young & Ru- | Boonton, leading maker of plastic | 
bicam, never tires of making the | dinnerware, it has executed more | 
point that the advertisement is only 

an aspect—and not necessarily the | vertising jobs. For C. F. Rumpp &| 


most important—of agency service. | Sons, Philadelphia manufacturer of } 


New employes, in fact, are told: 


than 100 different sales and ad- 


leather billfolds, it has served, in 


“This is not just an advertising | effect, as a sales department. For 
agency, but a total marketing serv-|Marcal and other clients, it has 
ice including complete promotional | designed more than a dozen new 
packages—everything from pack- | packages. 


aging and sales development to} 


Take a New Look 
at BUFFALO 
and its Suburbs 


TONAWANDA \ 
asec city tone ‘ 
*s 


7 
Buffate City 


2 CuECaTOWsGe 


LMA 


...a Concentrated, 
Fast-Growing 
Market 
for your products 


Eight counties make up the complete 
Buffalo Market extending up to 60 miles 
from the heart of the city. 

But 1,054,535, or over 62% of the 


8-County population, live within 15 
miles of Buffalo City Hall. Population 
has grown 20% since 1950. 


Here, then, is a new picture of Buffalo 
and the suburban residential area, which 
extends virtually without interruption 
beyond the City and the ABC City Zone. 
It's a continuous, concentrated, fast- 
growing market made up of families who 


earn their livings within the area and | 
look to it for all their shopping needs. | 


WRITE for this é. ‘ 
interesting new study, + an eS 
"Buffalo and Suburbs,” ss —. 


based on the local ‘ | 
situation as it actually is. ¥s 
It's a study to give oe, 

you a true picture of ; Pa 
Buffalo strictly from a "eee } 
local, on-the-spot 
vieu point. 


ROP COLOR available both daily 
and Sunday 


Member: Metro Sunday Comics and 
Sunday Magazine Networks 


Buffalo Courier-Express 


Western New York’s Only Morning 
and Sunday Newspaper 


Representatives: Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 


Package design is well within 


| &e agency’s reach, since partner | 


| George Ried! is, by profession, a 
| designer. 


s Mr. Freede, who has a big-agen- 
cy background, left an account post 
at Lennen & Mitchell eight years 
ago to join with Mr. Riedl in open- 
ing an agency in a Paterson, N. J., 
rooming house. 

They started with some $15,000 
in billing. Three years ago they 
| moved a staff of 22 into their own 
| two-story building in Clifton. Now 
|grown to 36 employes, the staff 
|finds itself severely cramped for 
| Space. + 


'Manpower Survey Sees Some 
Gain in Employment 

A survey by Manpower Inc., Mil- 
waukee, forecasts continued im- 
provement in the U.S. employment 
}picture during the third quarter 
| of 1958. While 72.1% of the re- 


spondents expect their employment | ° 


|to hold at the end of June level, 
|16.9% look for further employ- 
|ment increases, compared to 5.9% 
| who anticipate decreases. 

Among advertising agencies, the 
|survey indicated 88% of the re- 
| spondents expect employment to 
|remain the same, 10.7% expect it 
| to increase, and 1.3% expect a de- 
| crease. 
| 
|‘Purchasing’ Names Four 
| Purchasing, New York, has re- 
|assigned four men on its staff. 
|Charles R. Kingsley, former man- 
|ager of the magazine’s Cleveland 

office, has been appointed western 
|regional manager in Los Angeles; 
Bob Hawley, formerly covering 


the magazine’s Mid-Atlantic terri-| « 


tory, will fill Mr. Kingsley’s former 
|position. Joe Bessette and Ells- 
| worth Brown, former district man- 
| agers, have been appointed mid- 
western regional manager and 
‘central region manager, respective- 
ly. 


eisai: TOO—Extra, new deter- 

| gent with an in-pack chinaware 

premium now being introduced in 

Canada by Lever Bros. Ltd. (AA 

| July 14), is packaged in a red, dark 

and light bluwe container designed 
by Jim Nash Associates. 


(Continued from Page 3) 
economy, $10,000,000 more than in 
| 1956, and purchases of cans, bot- 
tles and crowns by the industry 
amounted to $375,000,000, an in- 
crease of $25,000,000 over 1956. 

The U. S., with a per capita con- 
sumption of 15.1 gals. in 1957, 
|ranked tenth among the beer 
| drinking nations of the world. First 
| place continued to be held by Bel- 
|gium, with a 37 gals. per person 
| average. 


= Malt beverage consumption by 
states in 1957 in the U.S. shows 
New York first with 10,421,700 
bbls.; Pennsylvania second with 
7,240,360 bbls.; California third 
with 6,559,630 bbls.; Ohio fourth 
with 5,358,314 bbls.; and Michigan 
fifth with 5,219,351 bbls. 

Beer and ale production in 1957, 
by states, shows New York’s output 
of 11,944,023 bbls. topped Wiscon- 
|sin, 1956’s leading producer, by 
| 208,661 bbls.; Wisconsin took sec- 
| ond place with a total of 11,735,362 


Sales of Chain Stores 


Variety and Miscellaneous 


% Gain Six months % Gain 
1958 1957 _—or Loss 1958 1957 or Loss 

Food Chains 
“Grand Union ..... $ 38,522,017 $ 32,631,449 +18.1 § 150,599,905 $ 134,770,961 +11.7 
| ROR Ree 33,097,000 31,514,000 + 5.0 199,002,203 188,606,972 + 5.5 
| Re 130,568,454 126,265,083 + 3.0 948,014,234 878,362,855 + 8.0 
National Tea ...... 59,386,546 52,069,579 +14.1 352,297,592 291,945, +20.8 
#Safeway ........ —— 1,162,425,376 1,117,308,453 + 4.0 
Group Total ..... $ 131,005,563 $ 116,215,028 +12.7 $ 701,899,700 $ 615,323,621 +14.1 

Mail Order 
*Montgomery Ward .. 83,199,383 82,727,610 + 0.6 391,008,660 386,036,508 + 1.3 
*Seafs, Roebuck ... 322,186,143 335,812,175 — 4.1 1,438,527,753 1,475,033,235 — 2.5 
GN sseets ds cna 8,717,087 7,293,413 +19.5 54,845,887 49,720,181 +10.3 
Group Total ..... $ 414,102,613 $ 425,833,198 — 2.8 $1,884,382,300 $1,910,789,924 — 1.4 

Drug Chains 
a Ss 5,872,760 5,426,148 + 8.2 34,251,866 31,419,962 + 9.0 
Walgreen .......... 595,996 19,605,028 + 5.1 121,806,007 110,943,643 + 9.8 
Group Total ....$ 26,468,756 $ 25,031,176 + 5.7 $ 156,057,873 $ 142,363,605 + 9.6 


©American Stores ... 83,000,121 78,331,731 + 6.0 215,304,313 201,133,595 + 7.0 
“A. S. Beck Shoe 4,877,063 5,013,637 — 2.7 27,858,995 28,894,936 — 3.6 
Butler Bros. ...... 13,148,543 10,637,278 +23.6 71,437,110 58,250,931 +22.6 
Diana Stores ...... 2,601,152 2,918,845 —10.9 33,041,985 33,783,992 — 2.2 
Edison Bros. ....... 8,712,213 8,607,907 + 1.2 50,134,476 47,432,780 + 5.7 
Fishman, M. H. .... 1,181,293 1,378,785 —14.3 6,124,821 6,310,994 — 2.9 
‘Franklin Stores ... 2,968,893 2,827,318 + 5.0 35,591,778 37,519,336 + 5.5 
Gamble-Skogmo Stores 9,766,036 8,845,840 +10.4 53,126,135 49,540,983 + 7.2 
W.. Vi GPE sé... 32,595,229 32,905,842 — 0.9 167,870,898 169,093,248 — 0.7 
*Grayson-Robinson .. 3,775,033 3,355,527 +12.5 38,371,356 38,127,851 + 0.6 
*Green, WH. L. ...... 8,212,614 8,684,768 — 5.4 39,196,717 41,166,455 — 4.8 
Hartfield Stores ... 1,714,467 1,605,780 + 6.8 7,903,883 7,712,668 + 2.5 
‘Interstate Dept. 

CE ci coecsd ee 4,991,699 5,220,617 — 4.4 23,771,191 24,984,450 — 4.9 
Kinney, G. R. ..... 5,397,000 5,279,000 + 2.2 29,332,000 26,257,000 +-11.7 
em, & Bi .. ces 27,516,286 28,857,362 — 4.6 157,577,418 157,815,445 — 0.1 
Meee Bs Bas cedwe 11,708,475 11,653,280 + 0.5 64,048,957 68,703,780 — 6.8 
Lane Bryant Inc. ... 5,722,393 6,059,816 — 5.6 35,707,124 36,216,018 — 1.4 
‘Lerner Stores ..... 13,466,907 14,714,305 — 8.5 66,433,535 70,478,496 — 5.7 
Mangle Stores ..... 3,604,027 3,002,207 +20.0 14,765,531 15,859,931 — 2.0 
McCrory ......-..- 8,737,585 8,609,576 + 1.5 46,123,455 48,086,410 — 4.1 
McLellan Stores .... 4,339,559 4,610,228 — 5.8 24,560,717 25,160,477 — 2.3 
4Melville Stores .... 13,820,539 12,905,510 + 7.1 58,256,962 56,925,433 + 2.3 
*Mercantile Stores Inc. 11,028,000 11,213,000 — 1.6 54,977,000 55,651,000 — 1.2 
¢Miller-Wohl Co. ... 2,963,347 3,288,868 — 9.9 36,171,470 36,821,691 — 1.8 
Murphy, G. C. ..... 15,934,414 17,265,379 — 7.7 85,030,992 89,230,389 — 4.7 
Neisner Bros. ...... 4,881,633 5,449,642 —10.4 27,665,127 29,886,783 — 7.4 
Newberry, J. J. .... 16,609,376 16,343,995 + 1.7 88,396,266 86,731,597 + 1.9) 
Penney, J. C. ...... 97,296,299 105,058,310 — 7.4 535,137,924 540,576,996 — 1.0/ 
’Shoe Corp. of | 

America ........ 6,503,825 6,843,754 — 5.0 37,855,136 37,753,958 + 0.3} 
*Sterchi Bros. ..... 1,332,760 1,551,239 —14.1 5,394,317 6,244,936 —13.6 
Western Auto ...... 21,242,000 22,111,000 — 3.9 101,386,000 103,370,000 — 1.9 
White Stores ...... 4,800,270 4,166,042 +15.2 20,855,992 16,503,434 +26.4 
Woolworth, F. W. .. 64,188,470 61,706,072 + 4.0 366,009,684 350,987,556 + 4.3 

Group Total ..... $ 518,637,521 $ 521,022,460 — 0.5 $2,625,419,265 $2,602,413,549 + 0.9 

Combined Total . .$1,090,214,453 $1,088,101,862 + 0.2 $5,367,759,138 $5,270,890,699 + 18 
“© 17 weeks June 28. 4 Not included in totals. * Five month period. © 13 weeks June 28. ¢ 26 weeks 


June 28. © 11 month period. ‘ 12 month period. 


° Four month period. 
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| ) SELLING AT THE POINT OF IMPRESSION 
bs That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Meiville, inc. 
Distinguished Photoengraving 
4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Advertising Age, July 28, 1958 


Packaged Beer Sales Grow, Accounted 
for 79.4% of ‘57 Sales: ‘Brewers Almanac’ 


bbls.; New Jersey was third with 
7,611,851 bbls.; Pennsylvania was 
fourth with 7,330,731 bbls., and 
California fifth with 6,991,520 bbls. 

Of the 264 breweries operated in 
1957, New York had 23, Wisconsin 
38, New Jersey 9, Pennsylvania 29 
and California 14. 


s In a brief commentary on 1957 
in retrospect, the almanac notes 
that in connection with advertis- 
ing, “the continuing efforts of the 
drys to interfere with industry 
markets, through restrictive legis- 
lation, were spearheaded in 1957 
by the perennial Langer Bill (S. 
582) seeking to prohibit alcoholic 
beverage advertising in interstate 
commerce . . . Lined up against the 
measure, aside from the alcohol 
beverage industries affected, were 
representatives of labor unions, 
and the radio, television and other 
communications industries, includ- 
ing newspapers and magazines. The 
bill’s opponents charged that the 
measure, in essence, was a pro- 
hibition bill; that it was discrimi- 
natory; that advertising of doubtful 
character could be dealt with un- 
der existing safeguards, and that 
such a law, if passed, would deny 
the ordinary channels of merchan- 
dising to a legal industry and its 
products.” + 


‘Industry & Welding’ Sets 
New Advertising Rates 

Industry & Welding, Cleveland, 
which recently announced a change 
in its page size from pocket-size 
to standard 7x10” (AA, July 21), 
has announced new advertising 
rates, effective Jan. 1. On a single 
insertion basis one page will be 
$625; two-thirds page, $500; half- 
page, $395; one-third page, $270; 
one-sixth page, $140. 


‘Bride & Home’ Names Traina 

Albert S. Traina, formerly with 
Modern Bride, has been appointed 
advertising manager of Bride & 
Home, succeeding Stuart Arnold, 
who has resigned. 


Saltman Joins United Catalog 
David Saltman, formerly with 
Cowan Publications, has been 
named manager of the printing 
division of United Catalog Pub- 
lishers Inc., Hempstead, N. Y. 


Billy Bullet: 


ti 


SPEEDS UP SALES 


“Sales on one of our prod 

years, have been steady but slow. 
“From our recent color page in The 
RIFLEMAN we completely sold out 
within 3 weeks our normal 

over for a full year!” 


~* AMERICAN 


WASH 6 0 


SCOTT CIRCLE 


ucts, for 


turn- 


(Name on Request) 


| | ss a rr 4 Fy ‘ . " « ‘ ne . eo oe a Maa 4 a = a 31 “By ae: gars = ge er *. ne A 
f mae * 4 ee LE Ses es : z ee “ i oe i eee Gs i ae eae 
Ee “ie lee a ES ‘ eS gee » Ge eee Sn i Na aoe oe rae eS CASO sy we) = “ OT ae ee Se eS eer B 
: ss : P > z ——— a — Se ba 
’ . ' Saal 
‘let he a ’ 
24 ee = 
j 
tie : , < ee 
: a rs fone oii 
die e A i 
Dy a a ¢ 
7 ae “4 2 é fe ro ; 
et ae ae & 
re . —o mae Y 
; : a ’ 
i Reiees 
Ei a3 eae ry? 4 
Sie } q : 7 . 
oe ae a z 
er . & ae 
3 4 vibes E ¥ a ite xe an oe ime w : Vey 
ae 9? 
of ; iy 5 Pi, 
al ee. Gf . 
ela 5 
ii , 
nl Swe a 
at 7, 
mas: 
aX? “* 
Bt oe 
ears 
ee y 
ae | | 
= ie | ' 
ay ' 
oe ' 
a 
: 7 a 
weeny. 
= ‘ 
es oy ae 
Ranney — os ‘ 
ee a> 
bY, Ate ~. OT, 
ee “ 
tee enano AmnEnsT t. 
a fo LAND Zo connie 
_ 
~~ 
see 1 | 
eee | perew- 
pine LANCASTER is ' 
yee ! 
LE, ~ ; 
eb et > 
bats City Mell i 
Meat Fwest senses po 
vee” BUFFALO \ — : 
ie au Ww ed 
Rs Lackawanne 
4 / 
Ngee. t v/ - 
ear oncnarno = =6@/ 
aa 5 Pare vy 
eg mamaues we ast be 
2%, See 
ae PA avnces ; 
2 ¥ 4 ‘ 
fee ¥ Sen - 
> ioe 
a ale ] : ; 
‘a eal ie 
| Be 4 
a om — _ 
ties cn tld 1 
a bf ™ ’ Uj Lda te y 
ore ae Whitt: Vij Gj j : 
ie 4 Wp eapnps OX Yy WY Yo, YY Yy 
Tee c ag GY Yj jy Yj Yj Yj 4 Ly 
ae Wi tyyecuni G / : 
mg a i eeeerrrC See toll iy WY Uy 
ce Wy {Mls ’ VU MM@q|]|WWWU YY 
Ba $e vv v0 0OCrrrrrrrrmrm LN... | | bia. x £ WY Yy JYyyyyy) 
aiage Mbde aes * 
3 pong a 
; ee — Le Qld . Othe cee . 
ak | ai = o> LOY YY YYW ; 
Saar eee we Be is , (tl YY 
re | us pre £4 wail L 
ite ee sad Et yyy yyy ppp s@# ll Wj; . 
ee aa sas 
+ ; 
: | ates ft o> 
| 7 
sted | , fara 
j Sis > ees 
= | He 5 aT 4 
we ae BPR cn 5 ag Se 
“a cis amar Pole 
7 | Po in = ex -_ | | . 
a si RIELEMANten = |: 
ed ; | os ea 1 . age Zane 
hie © a . we he MN 
‘ J Po | , : | 
asia Ms = 3 
G™ t : 
Pan a i me SNE ke Se a Oe SALE . 5) Few Ags 5 rt Ee A as woes Ft “fe BR hh cake, Sar ORS ag aes ae Ra eRe AE ee (eA eee te : 7 . ip EA Se Sar 2 sa 7 
ES Bs. ON EN ae ces ie a ee Eines oc ilies pare. a ae ae ees ae : Ge A mas ae SENT yy ete Seta cree Saale tiie Pes 
L os Te ee Sasa UR ee e, Basins omy 
oa est perce! Bsc ieee Ores ee esti d PL ae is ee ree eee peace 
Sues Ak —e fe teat REE ARS Ys whic Pr ah ae in _Siehig Maun semper Wego oe es aa ee, a tn ty ae aa 
Fe Ee cee NW a Pg Ree BE a 0 eg oon ees re ie ae SiS eo eee a a nian i a a nercaane  L Peet ae? geet A sere 


ANNOUNCI 


the newspaper directed 
to over 210,000 physicians 


who are not effectively 
reached by mass media 


first issue coming September 22 


THE 


A 


The A.M.A. NEWS covers the medical community with: e a basic readership of 210,700 physicians 
e abonus audience of hospital administrators, allied medical professionals, pharmaceutical industry ex- 
ecutives, families and friends e an American Medical Association publication that accepts NO adver- 
tisements that include claims pertaining to the health of people e a physician audience that represents 
a combined annual income of over 3-1/3 BILLION DOLLARS. The physician is truly a ‘“‘man in motion.” 
With professional duties that keep him on the go most of the day and night, the doctor has little time for 
TV, radio, or reading outside of his own profession. The A.M.A. NEWS is designed to fill his need for 
news pertinent to the medical community. It will present the news as the doctors want to read it—concise, 
loaded with facts, giving the medical angles, and conveniently located in one publication. All the editorial 
material and ads are directed to the physician as an individual. Consequently, the A.M.A. NEWS is the 
best way to stop the ‘‘man in motion’’ and sell him as a consumer. 


tHe AMA NEWS... published by The American Medical Association 
535 North Dearborn Street, Chicago 10, Illinois 
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Do You Know What This Picture Represents? 
a. Abstractionist’s interpretation of Mona Lisa 
b. The “HB” Look 


mm c¢. New fashion in eye make-up 
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Readers of the August issue of Harper’s Bazaar will 
readily recognize the figure at the left as the personifi- 
cation of the 1958 “HB Look”: Vivid — vivacious — 
venturesome — and above all, VIOLET. 


‘ Bazaar is first to acquaint its readers with this new, 

: intriguing fashion shade — in a variety of hues and 
uses — just as Bazaar brings its followers the very lat- 
est news from fashion centers all around the globe. 


se 


Fashion is a personal thing. And “personal” is the word 
3 for the relationship between Bazaar and its readers, for 
; nothing is closer to a reader’s heart than a magazine 
reflecting her own most absorbing interest. 


Reaching Prospects—not “Suspects” 


This is true of all Hearst special interest magazines. 
Each is edited for a particular market — with an inti- 
mate understanding of the interests of that market — 
whether they be fashion, food, furniture or fishing. 


Ea 2 76. (=e: ae 


As a result, Hearst magazines pin-point prospects — 
not suspects. Readers are pre-conditioned to accept- 
ance of the advertiser’s product. And editorial authority 
provides a tail wind for that product — to speed con- 
sumer sales at the local level! 


a If you want to place your message where the interest 
is greatest — where advertising dollars automatically 
work hardest — remember: Hearst readers are already 
sold — only need to be told! 


How This Editorial Concept Helps Advertisers: 


e Advertising reaches readers in the mood to buy 
e Advertising is focused where interest is keenest 
e Editorial and advertising content work in tandem 
e Editorial integrity lends prestige to advertising 

e Each magazine is the authority in its field 


e Hearst readers are sold — only need to be told! 
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HEARST MAGAZINES 
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UNIQUE IN THE FOOD FIELD! 


“What the public spends” issue 


SEPTEMBER Ist 1958 


Not even the government probes so deeply into Mrs. 
America’s food buying habits! Indicates 1957-56 -55 total 
sales for over 250 major product types a) in grocery stores 
and b) in all retail outlets. Also, percent of total! store sales 
by each product type. A vital marketing tool ... used by manu- 
facturers and their agencies to plan new promotion strategy, 
spot new products worthy of addition to the line, pinpoint 
sales and distribution trends. Thousands of extra copies re- 
quested annually, giving you multiple-exposures and sus- 
tained impact for your advertising in this great issue! 


Advertising forms close August 20th...reserve your 
space now! 
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The marketing newspaper for food and grocery manufacturers 


FOOD FIELD REPORTER 
708 Third Avenue, New York, N. Y. 
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Advertising Age, July 28, 1958 


West Coast Norge Dealers Boost Lagging 
Sales in ‘Open House’ Promotion Test 


(Continued from Page 2) 
prizes are given to winners chosen 
by applause. The show is aired on 
a local radio station the following 
day. 

A comprehensive dealer-level 
plan involves the cooperation of 
Lou Perlin, Graybar ad manager, 
the Graybar district salesman, and 
agency personnel, headed by Wil- 
liam Sloan, manager of Burke 
Dowling Adams Inc.’s Los Angeles 
office. 

Ad support included two to four 
40” newspaper insertions, and 150 
radio spots divided equally be- 
tween the week preceding, the 
week of the open house, and the 
week following. 


® Responsibilities were broken 
down in this manner: For Graybar, 
Mr. Perlin supplied the dealers 
with all necessary display materi- 
als, a Polaroid camera for taking 


Winchester-action, 


@ You can really draw a bead on one of America’s richest markets 
when you use The Star and The News. Here you can hit over 2,000,000 
people with more money, more spending power per family to buy 


tSales Management, Survey of Buying Power, 1958 


root rm " 


Speed, STAR... 
NEWS... 


! wae 


Custom-made .219 Cal. Rifle 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


the things you sell. In Indianapolis alone the average annual income Population: 2,117,100 
per family is $6,865 . . . 15.6% above the national average, and 15th Income: $3, 740,248,000 
among cities of over 600,000.t And The Star and The News give Retail Sales: $2,472,792,000 
you 56.4% coverage of the area. Write for complete market data. Coverage: 56.4% By 


The Star and The News 


KELLY-SMITH COMPANY « NATIONAL REPRESENTATIVES 


pictures on the spot, balloons, small 
appliances for prizes, tickets for 
drawings, and direct mail to the 
dealer’s prospects. In addition, 
dealer salesmen were briefed on 
the promotion, and helped in mak- 
ing other necessary arrangements. 
Graybar was also responsible for 
ads and publicity with the news- 
papers and radio stations. 

The Graybar salesmen made 
phone calls to dealer prospects, 
using a written spiel, to issue in- 
vitations to the open house, and 
helped with the setup of the deal- 
er showrooms. 

Burke Dowling Adams Inc. per- 
sonnel wrote copy for the newspa- 
per ads and spots, after consulta- 
tion with the dealer, and bought 
the space and time; wrote public- 
ity releases, and worked with me- 
dia to obtain special promotions; 
provided many of the physical 
props needed; discussed the setup 
of the showroom with dealers; pro- 
vided over-all supervision of all 
aspects of the promotion. 


® The results of the tests are now 
back at Norge in Chicago, which 
will consider the possibility of ex- 
panding the program. The Gray- 
bar report states that 40 dealers 
have signified they would like to 
participate in similar programs. 

According to Mr. Sloan, these 
general observations can be made 
about the promotion: It did in- 
crease store traffic substantially in 
all cases, and drawings held during 
open house have provided dealers 
with qualified prospects for fol- 
low-up. 

The Los Angeles dealer reported 
a 30% increase in refrigerator 
sales, and a 20% increase in wash- 
er sales. In San Bernardino, four 
refrigerators were sold during the 
open house. Interestingly, the tests 
indicated that if crowds are too 
large, direct sales are less. Most 
sales were racked up by a dealer 
with a turnout of slightly less than 
100, and fewest sales when the 
turnout was about 200. + 


Nue-Vie Launches Bath Jelly 
With Skin Vitamins 


You can now take your doses of 
vitamins in your foot, foam or 


|'shower baths with a new product 


of Nue-Vie Products, New York. 
The manufacturer is introducing 
the first bath jelly with five sel- 
ected skin vitamins to “make your 
bath a spa at home.” The Euro- 
pean formula, sold in plastic bot- 
tles and travel tubes, is advertised 
to “spruce up and give day-long 
deodorant action to scalp, face, 
body, feet with its vitamin-tin- 
gling, soapless cleanser.” 

An introductory July campaign 
using 20 radio spots weekly over 
WQXR, New York, will be ex- 
tended to WPAT, Paterson, N. J., 
in August and to additional New 
York radio stations this fall. Ad- 
vertising is scheduled in the en- 
tertainment magazines, Cue, Play- 
bill and East of Fifth. Distribution 
in New York and New Jersey 
eventually will be extended. The 
agency is Schoen Coordinated Ad- 
vertising. 


‘American Weekly’ Taps Evans 

Jacob A. Evans has been pro- 
moted from sales promotion di- 
rector of The American Weekly, 
New York, to associate editor. 


Max-Size Results! 


That’s What Advertisers Reach in 


he Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly _ 
With 98% Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886 —70 Continuous Yeors 
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THE WEATHER 


<> THE HOUSTON CHRONICLE few 


in munis pale 


Vol. 57 No. 215) “Miss Classified” CA 46868 Nher Depariments CAT HOUSTON, TEXAS 1958 54 PAGES PRICE 5 CENTS 


HOUSTON MERCHANTS 
KNOW HOUSTON BEST 


HOUSTON RETAIL MERCHANTS PLACED 
MAJORITY OF ADVERTISING LINAGE 
IN CHRONICLE .. . FIGURES FOR FIRST 
HALF 1958: 


CHRONICLE: 


11,136,643 
9,160,529 
2,898,532 


AND THE CHRONICLE ALSO LEADS 
BOTH OTHER HOUSTON PAPERS IN 
GENERAL, AUTOMOTIVE, FINANCIAL, 
CLASSIFIED AND TOTAL ADVERTISING! 


POST: 


PRESS: 


THE CHRONICLE CONTINUES TO BE THE LEADER .. . 


SOURCE: MEDIA RECORD THE REASON... Fsuby/ 
THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY — National Representatives 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, Genera! Advertising Mer. 
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He's the farm store owner. 
new magazine, FARM STORE 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 
more about the market advertisers 
shouldn't forget in BPRD Classifi- 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67, Minneapolis 40, Minn. 


DOES A 
HONEYBEE 
HAVE AN 
ANSWER TO 
CANCER? 


Mouse and man, worm and wasp, pig and protozoa— 
these are some of the twenty-eight living things used 
in the American Cancer Society’s nation-wide 
research program. 

Scientists rely most — in 189 projects — on man; 
next comes the mouse — in 139 studies — and there 
is even a honeybee helping one scientist in his search 
for facts that may save the quarter of a million 
Americans now dying each year of cancer. 

Many organisms. Many laboratories. Many hun- 
dreds of scientists. Together they make up a balanced 
program of research with freedom and flexibility, 
reaching across the country and across scientific 


ISHERS FORGOT 


American Woo! Products 

Woolens & Worsteds of America, 
|New York, a new association rep- 
| resenting all segments of the wool 
| textile industry, has been organ- 
jized to promote American-made 
| wool products. Offices are at 608 
| Fifth Ave. This is the first project 
'since 1937 to bring together the 
various associations in the interre- 
lated manufacturing trades. Rep- 
resented on the board will be the 
American Sheep Producers Coun- 
cil, Wool Promotion Fund, Nation- 
al Assn. of Wool Manufacturers, 
Northern Textile Assn., Jersey In- 
stitute, Felt Assn., National Knit- 
ted Outerwear Assn. and Mid- 
western Woolen Manufacturers 
Assn. 


|New Trade Group Boosts 


nia to identify American-made 
wool products, and an American 


lof the transition of woolen man- 
ufacture from homes to factories. 
| Other activities include an Amer- 
ican Wool Month in September, 
American Wool Designer Awards, 
and programs to combat competi- 
|tion from imports and to eliminate 
misrepresentation of non-wool tex- 
|tures. Robert S. Taplinger Associ- 
ates, New York, is handling public 
|relations and promotion. 


Hearst Boosts Leonard 

John T. Leonard has been named 
assistant public relations director 
of Hearst Magazines, New York, 
succeeding John Larson, who has 
resigned. 


The group has created an insig- | 


Ballew Joins ‘SEP’ Sales Statf 
Jesse L. Ballew, formerly re- 

tail marketing manager of The 

Saturday Evening Post, has joined 


Wool Bicentennial is planned in|the magazine’s New York sales 
1960 to mark the 200th anniversary | staff. 


disciplines, to tap the best minds and the best ideas. 
From these twenty-eight organisms science is get- 
ting facts that may save more lives tomorrow. But 


what of today? What of you? 


With early diagnosis, half of those with cancer can 
now be cured if treated promptly. If you have cancer, 


you may well be saved — but only if you give your 
doctor a chance. Go to him for an annual health 
checkup . . . not because you feel ill, but because you 
feel good and want to stay that way. 

The worm and the wasp, the pig and the protozoa 
will provide the answers for tomorrow: for today, 
see your family doctor. 


Advertising Age, July 28, 1958 


‘Ziv Realigns and 
‘Enlarges National, 
Syndication Sales 


New York, July 22—Ziv Televi- 
sion Programs has realigned and 
enlarged its national and syndica- 
tion sales staff. The changes were 
announced by M. F. Rifkin, sales 
vp of the tv film syndicator and 
distributor. 

A new national sales unit has 
been created with offices in Cin- 
cinnati. This unit will be headed 
|by Edward J. Broman, formerly 
|the central division syndication 
| sales manager. It will work under 
| the national sales manager, James 
Shaw. At Ziv, the national sales 
department concentrates on na- 
tional advertisers, networks and 
large regional advertisers; the syn- 
dication staff handles sales to lo- 
cal and small regional advertisers 
and stations. 


® Key appointment on the syndi- 
cation staff is that of Len Fire- 
stone, formerly head of the syndi- 
cation sales staff in New York, as 
sales manager for the syndication 
| department. He will supervise all 
| geographic sales divisions, includ- 
ing two new divisions. Mr. Fire- 
stone replaces Walter Kingsley, 
who left to become president of 
Independent Television Corp. 
Named to head sales in these new 
divisions were Ray McGuire and 
'Donald S. Brogdon, both formerly 
| spot sales managers with Ziv. Mr. 
|McGuire gets the north central 
| division and Mr. Brogdon the south 
|central division. Three Ziv sales- 
men move up to their old titles of 
spot sales managers; Don Dahlman 
and Robert Reis become spot sales 
| managers in the north central divi- 
|sion and Jack Puter gets the title 
|in the south central area. + 
| 


| BPA Adds 15 New Members: 
40 Added This Year 
| Broadcasters’ Promotion Assn., 
| Chicago, has added 15 stations 
and organizations to membership 
since June 1, and more than 40 
since the first of the year. Total 
membership is now over 200. 
Included among the additions 
to BPA’s roster are Mrs. Wino- 
na Portwood, WFAA-WFAA-TV, 
Dallas; Martin Olson, WDSM- 
WDSM-TV, Duluth; Mike Lan- 
non, WRCA-TV, New York; 
Charles E. Larkin, KTUL-KTUL- 
|TV, Muskogee, Okla.; William S. 
Allen, CJVI, Victoria, B.C.; Phil 
Baldwin, CK WX, Vancouver; Ken- 
neth C. Marsden, CFRB, To- 
ronto; Bev Mannix, CFAC, Cal- 
gary, Alta.; W. E. McNabb, CJCA, 
| Edmonton, Alta.; Gordon N. Walk- 
er, CKRC, Winnipeg; Don Davis, 
KMBC-KMBC-TV, Kansas City, 
Mo.; Al Knott, WLAC-TV, Nash- 
| ville; promotion manager, WMAZ- 
| WMAZ-TV, Macon, Ga.; Marvin 
'L. Saltzman, Media Agencies Cli- 
ents, Los Angeles, and S. Jay 
| Reiner, S. Jay Reiner Co., New 
| York. 


Bloch Gets Two Accounts 
| Two St. Louis companies, Tier- 
|Rack Corp., manufacturer of por- 
\table palletizing equipment for 
warehouses, and Mosley Electron- 
ics Inc., manufacturer of short 
wave radio antennas and other 
‘radio and electronic equipment, 
| have named H. George Bloch Inc., 
St. Louis, to handle their adver- 
tising. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON ® ST. LOUIS 1, MO. 
Serving Clients in 43 States 
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Sell EN-R's 77,000 and you sell the men who build America 
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Quality of mind makes all the difference. 

It’s reflected in the fact that subscribers read 

and reread FORTUNE. Indeed, many executives keep 
complete files of FORTUNE going back for years 
—and use them for ready reference. 


FORTUNE’s repeat readership gives advertising 
an opportunity to make repeat impressions. 
This is particularly important for any product 
that requires careful consideration by 
management executives. 


Another reason why advertisers find. . . 


[ 4 2 "aeaes gots aaa cs ales eg ee ae sy elie 225 : ; t : Bs 
ei as, 4 et Sy eae Fuel i Gs , : Lian Merce arti este i et Ce as Se ey =i 4 2 a 
: De Bee aS Seta SP aan, Seely eran a SaaS om yee 4 = De ae e os t iy ; ; 
le er ee ieee “ayy bg is ; Primer ee = At Te i ieee ee a Aaleueecbe fe a rt? ie ¥ . ‘ soot a 
FS sa en ea (ee ie oe! o a ; po eed ae ao oe ¥ ms ; : ; : ar as sili ; : ag eite re 
f ts re Meee ere ne Bates 45 re as fe : 

tice. wi cereal tnd ee eae i Se | aes ak : ai ae 
“4 ys. ay ee Re ee ae ee ee nee — . piers pm ater tana a> Sat ae a tu hit i 

e "a é & ee a a Beye eae ae es ee ee ah “Pi Nes ae = eae a4 et es. 

fe ab a haa ee tee eee * Bee cnet. a ans peice te Nees \0o 

aie # OU a peteabiti ici 5 ER Reta ae ay ne ES a i aed = nae (WE ee Oh een. : 7 
en i gd ne epee eee, Ate a a ’ ve : mG : i ’ 
a } : - : ’ 

iy - 
a“ ae Tee ea ia ae A 
= io 

aoe | (ee 

: 2 | = i . 
at me c : 

a ; 

is eh 4 @ ai _ kode ic ie Pee Ea . os an eam 

oo se eee eee aie 2 : a ae es pe EES (oe Bate we nate ; 

as ae Pes / ene ee mee Pe. Ae eee aie i eee 4 

2 dh ey yi enn <a a edn eee Nee aaa ee oa ae 3 "aE i ie 

Peat ad, Pa . ere 1 Ry aie BSR, te ess ee ee et ( ae iM Phi A 
ae rt Ay ae RE hee sk. ae ‘ere ee Prt ae Vets: : Nea sR Ai ea ia te: a at 
ick || Goat Wee ey eae fo Ge eee ‘ | eal Ps Te ate ee Rize oe 

oe Ca a a eer Se ae 

i dyes ea es oa eo re ee bie ee a ho ane CY ae ae of ig rae fi ae +, Sena Sie 
+ le is Rie. saglo Rea c <a aio cy Seale Be Ne a Mott B acondiel ep! os ater ee a 
ea ws ee ee ath Coie Pe re ge bits ad Biesht of Re gy ONS Tae Le 
Pe een See sae Sana ia ce ‘ales foe: MM eS os rar Dor a Se ee ra 
ey aes y 0 eee ieee ee ie: ah ayer Me ee Pe ae crn ae iat came 
[oe ‘ae ee ‘a... ee Nee ee teas BRL 28 
ae ‘ice a | ae oe ieeeeeetc ow 

4 an mes ee le eee Me (Ga dy thn ugg We is ° es oe 

- | rages : Pie ae oe ee es ret a : Een 3 
pa ot : ere =~ ee pee eR pe RS Oe yy Se 
ite! es. noes Caer Laka ek eee eae ae 7 ene 

5 ae ehh oe re i ea ee re. eee ty Re 30 ae 

at ae a wale ten . nN get Ce Sh ng | er 

rs [ ir ee eo he ea See eae ee ath an Pe oe ‘ Sat 

Roi ah eee, Sede er ee SE es i ies Beh as ays Se a eas 

t f Shit dy Stee | i _ | eae 7 ie) ee 9 gh, Sena ae ed Lee eR ee A oe 
tee Bp ee eee! Ta eR = Pia ce ie gic by ih See a ai eee Rae) nae Ee cee oy ey 
. oe _ bie a. aga.» re ee : a. Eee ON ee Pay ek ae eM foe ee SP Si ge a ea 
=a Shee eh , ie ae iy Naas 3 G are” = a Ee ma Sa ace 5 ng ie Sa wea er ar as 

i. TSU Ug RelA bee) tea a Sere meee) Uae eee ae Beli cad eo ie cha 

= Cage anal a an oes nee hime _ “™~ 4 a re Peal hie (eoee 

=e Pea ee eg a ee ee ye ee Gorn: aj i eee ee Lea 
is eee Sale of ena, 95 5- mee: = e =" oe “eae PRS he eu mone. 
Arad Dees us ages ep 2 ee ae eee rere * Ne 

i a pe ae eis od, eee — PCE te far be 

ee ee ee | es 
” ee eS ee a. he its Sc ae pet 
a % ie - i eo crea ree eee es me, eee Bg =} f ‘ 
J sa ‘ ki ie a 2 ? my sil Yara A eae inde os Wee iio 
es . NG ae hati: se ees Se SN ov ieee Ca eae 2 Ce Ree ee eS ae ik : ws 

4 i eee ia eee ee pe a eee ere Se” ON eee eee cae 
‘i ~ ~ pe cas an ee oe ae ae eee yor ae tee ree pci dah eave Baa ‘a ices | Bes pees ie i Wee 
Ang . ee aes aS pero a eer ie ee peer = > eA aah pe sige ae a 20 NNR 0 oe ge yea fe 
es ae ee ae emery 5 ie MERE hai, 2 
nas n % igi PRE BT ANS FSA Ee MRM a eR Bae - Pe aera ee a ee: Mee eS 2 
ae * ~ . Be ee mae Ne ee eS ae pies. 

oo H P ~e., be: eC ee ili a ait is all cn et ee. pes or ay, . ae 

‘. : ed REE Oe en ar AGN Oe SSO Re ie, 

; : a* 49 ~. bed : ae 

e ‘ to ee ‘ rer in 7. F = 
: | ie dike a oe ee ae Ba CUS > a Pee i beh Se ss rk A 
25 ec r; ae tee es = oii oo... ae 2 i rT rt baie Te! 4. pe eee 
: Vee p ) i Ra ra tsk 55 apes 2 po ae Et, - A areata eee meee ; t 
: ae ee fre si" et oer ee ae Sc EN aa eed ie nok 
es ™ =) Sar ies a ies % = Sek eae F Bre at Seas OE ae 
is Ss a= il uA Se aaa Pe erect + ‘a ei et Siete eae tee 2 de eee z tac tacgte § © 
ss ee <x! ery ee See Fecoice aS, ae A Eade ot on eee ae sae ieee Pe aed 
ae ieee E ES iatncs BeOS i EES d ied ae _ Ga ee 

Co = eg Anemia) (2 Ses oS eee ngs eee tee ee ae 5 pi nal ae walter 
ae Hr) oe ear eee Cer erg Rac pe 
oe eee oe Ae a i as ell a le * ee fe aes 
eee RR ioc et Sole i rl * Cia ei Bee Ne Mee. i eo, i = 5 Pees he 
=e Rte ts he bree nae Ser a ied ee 24 eee 
: a ear He HMMERS hs Ea) wt ‘ Te ee eit ee Ely bo. 2 os 
et Ee), mines ROR oe PR et ey i Brat k= ie, ae 
ay ot aes eae eee ane ee a Bes 
vos ._ em SS _ alent ( ae: a ‘ 5 aoe 
3 Se ee a eee Sree ae ok itt ~J a ae 
oan, iat ae pe ota ts Sh eee . : i eo” ne 
Bia “Se RAE Been hk a eee Are ee ine : Rens a 
ae ie ac aR ick byes - eS 7 

‘ : ht) oo aa a Tet a ah - ey ‘3 e- am oe 

ee : aS ta jane ia + ros : EL ano 
a ae eee mg : Perit 
vit { hee in re On , a aes 
be ' ) aS, A ip al rece ity eee : at B: uh ace e 
aoe Om hee i ae ee ee Rane tae 7 ae Bt Nt ae ee kh 

: ee ive Gee ahaa Bib piles «oh 4 et a iors gi im Be Sos ys 

+ q aS scenes By eed ie 5 et e vs Satie eo , ce. Sua Se Veen 

* FE a is oA eg oe eee i) ga eons re ae es in ne cea: ae _ ing a Bost etie et 

EER SES ale iam Ht site eee 2 iaiaaee * ee ; ia ee p 
i gi a ee Vo Ae 
f ; a Oh vo a ners! Sit fain setae Cae ety i ss I ine OED 
Bs ene | dl ta " 
a iS oh er oa : ‘ bn De ; : 
ae ate ee eee AD iyi ee ye 23h on i Se i Bo | Ape Me, Ga) F 
: eee 94 id ee bd ‘ ; ee 
e J ap 5 A 4 " ay ’ cart 
7 -- : \ r ae Fane _ a 
} IS Quali r min at COUNTS .'.. %. a 

é : ere Fan ; tiga te : =e ; Ges ane Sty a9 Ve 

ae ee hey ita eee nee ear reny eae ey 2 i ae ese ee (ee nS 7 Fale = ho) aieiees om G2 ‘ ieee 

Be: : ee ee a A MM oe A 0 PE ey Beet. hat Pe pyar sp ioe OT i Sg es 

a cig kA or ae i in gee oi ee Sh ge en en RR gE A? Os em cab ‘a pe 
a ee ee eS ee a 
oe a CPA EE SA eileen te > aaa ATR eS eae any + eee oe ; of cele i pee Si 

Z : eee ane ee Uae PS Ie ae rth gcaraes ie ii pede Bias fi Be Mie ay a 5 at RS Tein t ear ares S< : 

s & pe ee ee re Meee 2. (Golo ys a him eae er i ote ee erie et Sra al mete 

ts i : A ae A ee ee ee mee a PO, os yas egy ia ee a eae ya Pani ample? pa 
ae hate 2 eae pains a tli 5 sees saan io: Cee Le ee Be nl ta eae 
be i neg ke fe oa ; fe ea eneie Sacer ee Ta git Ce ae sees SF ise 4 " ye 

a OT Rami en el Mameeeeiiers = "4 eee eo! eats LS ae : 

Raedin at a” so a Setrine ae r ‘ PRAIA 8 os at os ae : 
, 10 SE Rae te Sete ee eel fi Meee a eee ig ee Mees 4 ; 

Hes Dense! oe Pe as Seatac EN Eee he ae ee: Bee at ; ces 

} Shen web SMe dua teeny es Se a sp gt aaa aT pee bdo eit ae iembeer Neh. ; a ee as 
ab OE dh a ier ereiie edited. iF; ae a a pa ee & et iy ca Se OP Oe A an acta t 

i ee aA ee Weed Sia is ee ay! ‘3 So aes « j iF ygcle 8 Po, . eine eer en ay st ba ing 

Par ; Pees Anyi tny 2) Pe CRC He ae Digs See eae, SR ae a SECA ae mee Hs any ae hes 
5 3 § 5 s tle ea fae a irae aes aed: Gaps _ i Rion cy # ae a ee hie ee 
me = Gea ook clare eer Bree it oes a ‘ eer aeeeon z pear its ie , . aged ep 

oy Dee cagee rn Riker Kent e ya ey oer he poet is jPsiee™ fl sa Ete : aioe ce : sa 

3 i ; ee sii ! Za Wt pt RAG oar ee : S b } Ss a ee oe Be Pea aoe 
7 Or Iie aah em a aa pe east Pea Nites A eat & ee ee ee ee ee 4 See 
1 be 2s v Se ae eas eT 7 de i ee Oy ola 4 zy 1s hain pe ee Baas yee fed Pe ee ea % 
ven Re ee ee ee hg em, a eR rake i Sick iN ie amma 20a Re ate See 
3. se ah ss a s. BRED ic: | 7 <a hh > rr . se | 
oe epee ae 4 Spee peas eee Ee * ie eee - eared 
Pe : Seng ie cn i ae ge ae? ot ee ress Ce Ba Sera Se 
Prise GR,  . a RRCe Si ReeTS a a is é spe dp LC ree ts 
ame ee eee ieee Arg rage 5 oh ge Rae et | iPass Sie eee vate 
age ee ee en ee + ae atid 
SPR Ee ee ee ae ‘ ont see sis betas TT aS ie fede a Pye, rich Pe eT he z r 
et CR Leo ee A eed Re tc! gate? taal a See oo ta een igs eee Caen eee a 
CRA yee eee ee i} hag oat es, A ol Sear pene RO ‘ alee sakes $4 Bees a Dela EI eM naa a Sia é 
2 Sok TES teks aes Viens rn Se ial es SNe ee 5 > .- 3 pyar re kN hie Aue As 

: hes, Ae si eae Sa Gre si 

i bonpoae ime cnr Sic 2 ee aa ; fap ee ye ete ; : : } ou 
see a Ne . Sr IS 4 i A aia STRESS eer Sap he Gt Papa <hr Meter Poe neee lle | SoMa Been mar i. ees 

sll Oe Sa =a : . . — 2 A 
4 moe tits : 
eae oe 
Ue agit ae Hho : ‘ 

S Shee _ieitaraes " Pah AP Ese 

‘ 3 oe ee, WN ial pelea, $ ae perma — sia ds Sele, eee ‘i - #- : Pa 

a Bice ee oti leat sane, sf ve Se al eS Ree a eG at \ee tae te oy Seer pare : ‘ on ae 

: Si ke ait anh ets ale i A ts pet 7) eeu me i gaan a Saas ae ei ai aaa ka aera SS gaa f she Sa - ati te 
% Se eT ea eee ee aa ae ee ee en key et 2 ee ee eee Cai dniassicyl K 

ce * voy ali ea < ee be ie Fie Cla Ure av RAI Pe eak id mae too rs ONS a ae Se Sphinn ae ease ‘ 

ae blige ae et Mg et, eee cd See ya Sateen 5, a i ig na ep mie - . eae peek SB iF fori Sh ee 
ee OO Rn Nee oe, A ad eee Sere fa ia Sa aa ee Te ee oe inthe ay pee es 
ee ea er or eis Kee an BP ce RN aM oaths, MEG Riera oe | ——_———— rg. Pees pe, 

: Se me ae reel peer So tle Wa PARR icc Ger BGM nee ean WMeceseee saris vee 

: 5 pi .o4, apogee aie eer SU Mee is gic en peemeae Josten * 
aia SN Saini Mr eee Ni Ce eg So gt kr Ss a ele er ee i so eae carer i 
se 5 Spee) Wile re Meer ana ee acai Fi Sept Dh PEAY Aor SE a . te Peet 

att Hepa Vie iP ay oak Cs on ae aa Sie ce a Yi RENN S h% : ; Te eS 
te Se er aero temo Bs Mirth AS SyA ee 
‘ 4e beta, Pov tee Oe Pau. ns te ae Sasa a Fase inate 29 gaa 

‘ Sages 5 . ae 

be ps 3 aS 7 ad yes e : ene 
i 5. oo A aa wee 

ae 4 Biya Se Se ee eae es 

Pe : FORTUNE -pets results Ps ae 

lina . oo aie. 

‘ % Pace en ee ed See anaes 

ee) : aes oo Lan erie ee : EI toads i Ly quai o>! sa ee 

eS = iat Ve PRR 8 co RESIS See a a ae Beart Tit Se saat © pare ee a =P a oe 

ay Fig Oh SRS IN oe SSO ED po nr P ors 1 SNe et ae eae ‘ tN 

i rT Po aa ha wie ks e o — Ta ee ae L ay 
a] en Re Ps he eee eR gigi 1 aS ons “a being Myler * 

+ An AP — rr ¢ — Oe a Sere) yee CN een eee tee cage yer so 7 ese 
es) a % - : (ST ete at ale lg Re ENS G * hgtiite’ Jo) 
¥ Rs sc eee Os ee * erin Gt) 
>) WS Nia al ey ie i ee i ee eae ee fr %, 

a a “i 2 RT mea Se oe So Ne a a < agi ae - Shs Ss hyper P yah a 

fe. hace ig sole ae 5 i is eins oink Sc ; z : :: 

t ; i i : Yona . = See u 

Tie oe tee Soak ra nae ie ra gett cs 3 te is fee are PMS eS ovens : aes ‘ 

: ; | REREINS SOS RR Ble ii a stn a ee eS qos “lg : 
eS: Sisy ec Werk tatty eer ee es Fe ee Cie ite Ais d aes 9 
his PEN ane rn ELAN syste ey Pala a ae ga ce Vc a Le 

. ee Bea oad Ce age ee es ie gill ca MMC ae 
* poeehe S. tepek Cah ems 5 : : e. Cee 
* ' Sete ie en ai he a aie eg 5 zs i, 

ee Ors rent SOL Citic end » Pina 5 

y 4 ey t ANE ere, pet ae ong yf Ce. toate er k Pee i mee 

. mi : eee alk pits Suet eee rs 4 PUPS teh eee, a nt ie #08 

i . : Sica th a Senet a ‘ a} PAR Ge Ppa 

7 bey? eee ete Ae fs E een 

: i mR i lad 2h eae et x ies 

: ve : Mes ; me 1 oe ~ Bo 
i, Ree oe ae ; ee ; 4 Ea ey 
ea Cae , ee es i 1% 7 5 
i Ths ot 7 a Be ta a 

2 J 
2 i B . se. ot 5 st eek: 

: iy _ : : Neite. 2y 

Petite een aie: 

. —— eet A 

CTR i 
‘ ; <<, ue ee 
R Seale: 
. a } eatad a ae 

+ eee e ie ay oral a Ae SN elaesal Meath tte. | 

: AE es oo tae RES OF ne ‘ rent ai 
ee, Fath oie we SA PALE pce gt Mie” Tut oi yale Ie ges te , on Yee 
‘3 eee ope a Fe pis yaar Eebcaien a ete Te ae ees i ate 

7 ee ee EO Ee = 3S ees Baile Dae ey. i Ae ere? egies et AAD = ay: 4 

E ee aya haw Ny pe, Lr ea ee Te ah Nem ee REL Smee Bene. Sy oes ERS 
¢ oi reve einer iret Pos Meantec ik tar ae ia eae Lan errerr hai awe 
ty es Babe at ies RAE So, ae 
a: arte RRS hea. fe as ae 
an (a Teh ae } 
Leg ; : (ae a 
- 7 Mo 3 NS His. age | 
Sot oe Sue Ce eT ee OEM ep eae oye ay ss ies 
ARES ee Ree et le comune ae hata abe Tia et et Sie fat ae 

oy om Bees, eC a ie ti.re, oe nl ater meee ates na ‘ 

ee re Me pense Nts We pe a oy cae hte ae he oy rs . Gory 7 
ae eon po OE eR aM ems ME tar pein oa ee. ne 
= ee par nics 2 ia ans ae Me i 
iyo . a “Ree 7 Re a 
aon . a —— : , , - Ae tae 

; dada ag Pee: ae 

ate ea ahaa chia) ul aE en Sc el Ce MSR SL Oc Le) eee tel ieee ae me he ea 
rr as —— om aaa ey a 3.0 es ies tis 8 oe ee ea ; ee ar pthc Rees oi = 
=r Paes LTE ep saeidar set eerste | ae aay BURNIE eS - 
ee ee oe Sori Wee NaE eee 2 NR 81d 2 coe eee Biel hie oa Sa NTS Eo Ra Rg S-<: 
Pte pis ae gee «hee Aho ene: 7 Sse ore oe emacs Se been ota S wren ee pati ) er co Sh ae 
id oeua Ree is yam gl, ws i eee ie dei Ce te sg eT ee. Cae 
We eter ici Rivals, 2-2 * Pies aad ae eR MEP gee 9) Se ae far eager nie ea ee ee en ae 
ot REN beget Ailey, Be as TOR Se Gms ork ea ae =e ea ENS SM or CUE | 


a loice oF thse who komm 


— to reach, influence & sell the public school market 


Of the first 100 advertisers in business magazines, as listed by 
Associated Business Publications, thirty-four used space in 
school administrative magazines. Here is how they placed 
551.4 pages in these magazines in 1957: 


top advertisers prefer 
THE NATION’S SCHOOLS 


Advertisers Pages used % Total 

Magazine in each in each in each 

THE NATION'S SCHOOLS 27 287.7 52.2% 
The School Executive 24 164.7 29.9 
American School Bd. Jnl. 14 99.0 17.9 


Note that THE NATION'S SCHOOLS carried 9% more advertising from 
these leading advertisers than the other two magazines combined. 


top agencies prefer 
THE NATION’S SCHOOLS 


Of the top 25 advertising agencies placing space in business 
magazines, as listed by Industrial Marketing, 19 placed adver- 
tising in school administrative magazines. Here is how these 
19 agencies placed 785.8 pages for 66 clients in these maga- 
zines in 1957: 


No. Agencies No. Clients No. Pages Exclusive 
Magazine using each in each in each pages 
THE NATION'S SCHOOLS 18 58 417.3 106.3 
The School Executive 17 34 213.8 49.4 
American School Bd. Jnl. 12 18 154.7 0 


Note that these leading ncies placed 13% more space in THE 
NATION'S SCHOOLS than in other two magazines combined—twice as 
many exclusive pages as in the only other magazine to carry any 
exclusive advertising. 


FOR THIRTY YEARS The Nation's Scnoots has directed its editorial service to the 
professional and business interests of the professional-business school administrator, 
his eeree and business administrative associates, and his “understudies’—the 
top 15% of high school principals from whose ranks tomorrow's administrators will 
come ¢ For the last twenty-four years The Nation’s Scnooxs has attracted by far 
the largest paid audience of school administrative officers — the top professional- 
business management group in public schools—wholly on an inducement-free basis, 
with a subscription renewal above 77% ¢ For the last fifteen years, The Nation’s 
Scnoots has carried the largest volume of advertising among comparable magazines, 
and is the only comparable magazine to have gained in advertising volume each 
year for the past ten years. 


ALONE in serving the BUSINESS of higher education 


SINCE 1946 CoLLEGE AND University Business has 
served exclusively the presidents and business officers 
of colleges and universities, plus the non-academic ad- 
ministrative staff members — controllers, purchasing 
agents, superintendents of buildings and grounds, di- 
rectors of housing, food service, and student centers. 
Highly selected distribution offers demonstrable cover- 
age, penetration and readership among those who make 
nearly all college purchasing decisions ¢ Be sure your 
1958 promotional plans include the college market and 
COLLEGE AND University Business—a market that, within 
twelve years, has doubled in size, and will double again 
in a decade. There's no recession in higher education. 


college 


business 


Uma v ee eae 


BE SURE TO ASK FOR 


The Public School Market 
The College Market 
College Feeding 


| publications of 
FW. 00066 The Nation’s Schools and College and University Business are published 
' a by The Nation’s Schools Division, The Modern Hospital Publishing Co., Inc., 


919 N. Michigan Ave., Chicago i, iil. 
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WORLD « POWER 


FARMALL and! 


ERNATI 


TRACTO 


| POWERFUL—International Harvester Co. is introducing its new trac- 
|tors and other equipment with a series of field demonstrations in 


| August and September and a new 


cago, is the 


ad campaign which starts with 


this color page and two-color two-thirds page bleed ad in Septem- 
ber issues of Capper’s Farmer, Farm & Ranch, Progressive Farmer 
and Successful Farming. Aubrey, Finlay, Marley & Hodgson, Chi- 


agency. 


OKLAHOMA City, July 22—An 
/unsound pricing policy by some 
print and broadcast media in the 
| U.S. is hurting rather than helping 
| sales, Michael J. O’Neill, ad direc- 
'tor of TV Guide, said here. 
| Mr. O’Neill told members of the 
|Oklahoma City Ad Club that some 
|merchandising programs conduct- 
ed by print and broadcasting media 
|contribute to the false price pic- 
| ture. 

“Some of the media merchandise 
programs in magazines, newspa- 
|pers and broadcasting are some- 
what of a misnomer. More truth- 
fully, they ought to be called what 
they really are—rate card cutting,” 
he said. 


= “It escapes me how anyone can 
expect to stay in business when 
they give the store away. It prob- 
ably escapes many advertisers as 
well as media men, too. The fact 
is, many sponsors and advertisers 
couldn’t operate their own business 
in the same cut-rate manner they 


TWO 
ABOVE-AVERAGE- 
INCOME 
MARKETS 
.. FARGO, 
N. DAK. 
AND 


See your 
nearest 
KELLY-SMITH 


Representative 


|New York manufacturer 


MOORHEAD, 
MINN... 
YOURS 
WITH 
IMPACT 
COVERAGE 
THROUGH 


THE FARGO 
FORUM 
and Moorhead Daily News 


‘Unsound Pricing Hurts Broadcasting, Print 
‘Media Sales, ‘TV Guide's’ 


O'Neill Asserts 


expect tv, radio, newspapers 
and magazines to operate,” he 
added. 

Mr. O'Neill also urged that 
magazines be marketed as a 
commodity offering real benefit 
to the reader and not dependent 
on advertisers to pay much of 
the cost. 

“A magazine is a costly piece 
of merchandise with real profit 
to the purchaser. To be profit- 
able, it ought to be regarded 
enough on its merits and lean 
less on advertisers to carry the 
payload.” The number of mag- 
azines in this country now be- 
ing sold in this manner is lim- 
ited, he added. # 


Goehring Adds Men’‘s Hat 
Account, Names Tischler 

Byer-Rolnick Hat Corp., Gar- 
land, Tex., has appointed Goeh- 
ring, Pennoyer, New York, to 
handle advertising for all three 
divisions of the company—Re- 
sistol Hats Inc., Churchill Hats 
Ltd. and Kevin McAndrew Hat 
Makers. 

Kenneth Tischler, formerly 
of 
misses’ sportswear under his 
own name, has joined the agen- 
cy as vp in charge of merchan- 
dising, marketing and sales pro- 
motion. 


FCC Reatfirms WJR Award 


The Federal Communications 
Commission has reaffirmed an 
earlier decision awarding Chan- 
nel 12, Flint, to WJR, Detroit. 
The commission also author- 
ized an antenna location north- 
west of Flint. The vote was 3 
to 1, with Commissioner Robert 
E. Lee dissenting, and Com- 
missioners Ford, Craven and 
Cross not participating. 


|Bob Day Joins Ampex 


Bob Day, formerly’ with 
KGO-TV, has joined Ampex 
Corp., Redwood City, Cal., as 
assistant manager of video 
products advertising. He will 
handle publicity, sales promo- 
tion and advertising for the 
Ampex tv tape recorder. 


Graham Leaves K&E 


Arnold C. (Jack) Graham, 
vp and account supervisor on 
Blatz Brewing Co. at Kenyon & 
Eckhardt, Chicago, has resigned. 
He will announce his future 
plans at a later date. 
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Florida Citrus 
Men Examine 


‘98-59 Ad Plans 


LAKELAND, FLA., July 22—The 
Florida citrus industry’s adver- 
tising program for the coming 
season will continue “the hard- 
hitting themes which have done 
so much in the past to establish 
citrus as a staple item in the 
American diet,” according to the 
chairman of the Florida Citrus 
Commission, J. R. (Rip) Graves 
of Vero Beach. 

The new program, Mr. Graves 
emphasized, “will be something 
the whole industry will be very 
proud of.’ He saw the program 
as the basis for another good 
marketing year for all varieties 
of Florida citrus fruit. 

Mr. Graves had just returned 
from New York, where he and 
five other members of the com- 
mission took an advance look 
at the $3,700,000 program ten- 
tatively worked out by Benton 
& Bowles for the new season. 


® Florida will start picking its 
new crop of grapefruit in late 
September or early October, 
followed three to four weeks 
later with its first oranges. Tan- 
gerines come even later, hitting 
their peak around Christmas 
and New Year’s. 

Approximately $5,000,000 will 
be spent on advertising and 
merchandising the 1958-59 crop, 
barring another freeze, which 
would reduce the harvest. Flor- 
ida gets its advertising money 
by collecting on each box of 
fruit which goes into commer- 
cial channels. 

Mr. Graves pointed out that 
the consistent advertising Flor- 
ida has done over the years 
paid off this year, “as evidenced 
by heavy sales despite sub- 
stantially higher prices brought 
about by the freeze losses.” 

The new program will be pre- 
sented to the industry at a meet- 


ing on Sept. 16. Just how the|* 


money will be divided among 
the various media will be re- 
vealed at that time, subject to 
any changes which may be con- 
sidered expedient afterward. 


# The commission chairman 
said that more attention would 
be given to the Vitamin C con- 
tent of grapefruit, in all forms, 
and “the powerful health and 
nutritional values of orange 
juice in addition to its good 
taste.” 

“We discussed and considered 
carefully the tremendous com- 
plexities of television advertis- 
ing,’’ Mr. Graves said. “No spe- 
cific shows were recommended 
to us by the agency. We like- 
wise discussed the effectiveness 
of magazine advertising in 
reaching the masses of consum- 
ers with our Florida citrus 
story.” 

He explained that prior to the 
commission’s Sept. 16 meeting, 
the advertising and merchandis- 
ing committee would meet with 


national brand advertisers in| 


the citrus industry and with ad- 
visory committees, “in order to 
obtain their suggestions and ad- 
vice” for developing the most 
effective program. # 


Two Join Towell Agency 


James B. Langdon, formerly 
of Allied Mills Inc., Fort Wayne, 
Ind., and Robert W. Waterman, 
formerly of Langer Advertising, 
Milwaukee, have joined the cre- 
ative staff of Arthur Towell 
Inc., Madison, Wis. Mr. Water- 
man is copy chief. Mr. Langdon 
is agricultural specialist. 


New Monthly Mat Service 

Famous Brand Mat Service, a 
newspaper mat service former- 
ly distributed annually as a 
Christmas promotion, has begun 
monthly distribution offering regu- 
lar retail ad mats. Companies and 
products included in the first 
mailing to daily newspapers in 
1,000 markets include Columbia 
phonographs, General Electric, 
Remington guns, Graflex and Po- 
laroid cameras and Sylvania tele- 
vision. The mat service is distrib- 
uted from company headquarters 
in Pleasantville, N. J. 


Kogan to Join Britannica 
Herman Kogan, author and Chi- 
cago newspaper man, will join En- 
cyclopaedia Britannica Inc., Chi- 
cago, Sept. 1 as director of com- 
pany relations, a new post. His 
duties will encompass civic con- 
sumer, employe and public rela- 
tions. Since 1951 he has been book | 
and drama critic and arts and) 
amusements editor of the Chicago | 
Sun-Times. As an author, Mr. Ko- | 
gan’s latest work is “The Great 
EB,” an informal history of the En- 
cyclopaedia Britannica. 


Wasp Chain Names Butler 
Eclipse Lawn Mower Co., 
Prophetstown, IIl., has appointed 
Kenneth B. Butler & Associates, 
Mendota, IIl., to handle advertis- 
ing of its Wasp chain saw. Biddle 
Co., Bloomington, Ill., which con- 
tinues to handle the rest of the | 
Eclipse account, formerly handled | 
Wasp chain saws. 


Lando Names Baime | 


Lando Advertising Aaunes.| 
Pittsburgh, has named Edwin I.| 
Baime account manager of the| 
agency’s Pittsburgh office. Before! 
joining Lando, Mr. Baime was ad 
and sales manager of Proie Bros. | 
Pittsburgh. 
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1h ‘How big is i. - 
Sey in Fresno? ‘gate 


Per cent of families reached 


POST........ 8.7% 
LOOK ....... 8.7% 
7 Spiele 10.7% 


Children’s Christmas Parade 


in Fresno 


What picture comes to mind when you think of Fresno, 
California? Big farms? Sunny climate? Sprawling 
vineyards? Well, you’re perfectly right—and then some. 
Let’s look at the “World Capital of Agribusiness” 

for a moment. It’s really something. 


No doubt about it— Fresno is America’s biggest breadbasket. 
The richest agricultural county in the U.S., Fresno’s 9,776 
farms bankrolled a whopping $208,212,000 from the 

sale of products. (That’s a gross income per farm of over 
$20,000!) For the seventh straight year, Fresno County 
has led the nation in this department. 


Population—like so many things in Fresno—is really on 
the rise. Today, it’s over one-third of a million—up 53.1% 
since World War II (The national average is 18.8%). 
And at retail, Fresno families spent almost half a billion 
dollars in 1956, or 50% more than they did five years ago! 


Fresno’s farms account for about one-third of this personal 

prosperity. Aircraft equipment (incidentally, there are 

16 airports in the county !), chemicals and food 

processing are a few of the industries that pce 
line the people’s pockets with cash. More is 


expected, too, when the giant Lemoore Naval 
Base is activated in the next two years. 


Certainly, the Fresno market is as lush as its 
fertile fields. Now is the time to get your 
share of sales in this growing market. 

The Fresno Bee and PARADE can help you. 
Each Sunday they call on three out of every 
four homes in town. Each Monday they 
begi to move goods off dealers’ shelves. 


Parade = 


PAE °f...The Sunday Magazine 
section of 59 fine newspapers covering 
some 2900 markets...with more than 
16 million readers every week. 


(The Freano Bee is represented nationally 
by O'Mara & Ormebee, Inc.) 
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Dun & Bradstreet to Print 
‘Million Dollar Directory’ 

A “Million Dollar Directory” of | 
businesses and the people who} 
manage them is being compiled 
from agency credit reports and 
will be published by Dun & Brad- 
street, New York, on Jan. 1, 1959. 
More than 20,000 companies and 
175,000 top management officials 


it type 


Tens of thousands of artists, 

ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster | 
to be the simplest, fastest, most 
accurate copy-fitting tool ever | 
devised. At art supply stores 
or order direct . 


HABERULE 


BOX AA-245 + WILTON + CONN, 


will be listed. The directory will 
contain names and information 
taken from the agency’s reports 
prepared by its several 
throughout the U.S. The book will 
be indexed under four principal 
headings: Alphabetically by name 
of business, geographically by 
state and cities, functionally by 
line of industry and trade, and in- 
dividually by names of officers 
and directors. 


New Adclub Elects Worden 
Lester C. Worden, Knox Co., 
has been elected president of the 
new Advertising Managers Organi- 
zation in Los Angeles. Other of- 
ficers are Irwin Kurtz, Max Factor 
|& Co., vp and secretary; V. Fred 
Rayser, Cannon Electric Co., vp 
and treasurer, and Fran Stewart, 
| House of Nine, recording secretary. 
Membership is limited to persons 
working 


mary interest in selling advertis- 
ing in any form. 


offices | 


in advertising depart-| 
- only $7.50) ments of companies purchasing| advertising manager, as a house 
advertising, and having no pri-| 


Jane Trahey Agency 
'to Bow Aug. 1; Was 
Kayser House Agency 


New York, July 23—Jane Tra- 
hey, president of 425 Adver- 
tising Associates, house agency 
for Julius Kayser & Co., will dis- 
band the agency Aug. 1 to set up 
| her own shop, Jane Trahey As- 
sociates, with offices at 677 Madi- 
son Ave. 

Joining Miss Trahey as princi- 
pals in the new agency will be 
three 425 staffers: Julius Czukor, 
account executive; Frankie Cad- 
well, copywriter; and Elizabeth 
Fraser, art director. A fifth mem- 
ber of the agency will be Marilyn 
| Squires, head of production at 425. 


® 425 was established two years 
ago by Miss Trahey, then Kayser’s 


agency to handle advertising for 
Luxite-Kayser lingerie, Kayser 
‘hosiery and gloves and Nazareth 


| breakfasted with an old friend of ours 
Monday at the Sheraton, Chicago 


“Tmagine my surprise as I left my room at the Sheraton Hotel 
Monday morning to find Ad Age on my threshold, ‘Compliments 
of the Management!’ 


“Why? Why should the Sheraton Hotel cater to me, an adver- 
tising man away from home? The desk clerk told me it was a new 


service of the Sheraton.. 


advertising business. 


.said most of their guests were in the 


“Believe me, it really made me feel at home!” 


If you’re one of those who come to Chicago to visit agencies, 
publishers, media reps and the like, why don’t you stay at the 
Sheraton next time? You'll be nearby almost anywhere you’re 
going because there are 752 firms like these within 5 short blocks. 


Besides, it’s the 


kind of a hotel you like.. 


. good food, marvel- 


ous drinks, wonderful accommodations, for every occasion. 


If you would like a Sheraton Credit Card for your next stop- 
over in Chicago, please write us on your letterhead. 


SHERATON 


CHICA 


rca wres 


N Hore 


GO 11, ILLINOIS 


os prio en mre ot le 


Advertising Age, July 28, 1958 


children’s wear. Since then Miss} “The Compleat Martini Cookbook,” 


seven outside accounts—Mademoi- | 
selle magazine editorial promotion; 
Adele Simpson, dress designer; 
National Shoe Assn.; Bonnie Cash- 
in designs for Philip Sills Inc.; 
MM Handbags; Midtown Belts, 
and Florence Eiseman Inc., chil- 
dren’s clothes—all of which will be 
handled by the new agency. Two 
new accounts will be announced 
shortly. 

The only Kayser account to be 
handled by the new shop will be 
Kayser hosiery. Luxite-Kayser 
lingerie and Kayser gloves have 
been assigned to Daniel & Charles. 
Nazareth line of children’s wear 
has been resigned by 425 but a 
new agency has not been named. 


8 The closing of 425 was precipi- 
tated by the merger of Kayser 
with Chester H. Roth Co., hosiery 
manufacturer, forming a new soft 
goods giant, Kayser-Roth Corp. 
(AA, Feb. 24). “There really isn’t 
a place for a house agency in the 
new setup,” Miss Trahey told AA. 
“We've been building the nucleus 
of an agency here, so the time 
seems right for us to step out.” 


® Before joining Kayser three 
years ago, Miss Trahey was sales 
promotion manager of Neiman- 
Marcus, Dallas, for nine years. Mr. 
Czukor joined 425 two years ago 
from Peck Advertising where he 
was an account executive. Miss 
Cadwell was assistant advertising 
director of Knoll Associates be- 
fore joining 425 last year. 

Miss Fraser, who has been art 
director with Kayser and 425 for 
the past three years, was previous- 
ly an art director with Bresnick 
Co., Boston agency. Before that she 
was art director at Neiman-Mar- 
cus, working with Miss Trahey. 
Long-time friends and co-workers, 
the two collaborated last year on 


|Trahey has acquired a roster of | which Miss Fraser illustrated and 


Miss Trahey wrote. It was pub- 
lished by Random Thoughts Pub- 
lishing Inc., of which Miss Trahey 
is president and Miss Fraser is 
vp. # 


Statistical Tabulating to 
Demonstrate Timekeeper 

On Aug. 7 and 8, Statistical Tab- 
ulating Corp., Chicago, will dem- 
onstrate a new timekeeping device 
and an integrated system in adver- 
tising agency cost accounting 
invented by Ira Rubel, Ira Rubel 
& Co., Chicago, an accounting 
organization. Under this system 
the agency employes are required 
to post the total number of hours 
devoted to each account each day, 
total the day’s activity and send 
the cards to a service bureau. The 
employes report their time directly 
on tabulating cards. 

Because of limited facilities, the 
demonstrations will be given in 
small groups. Those wishing to 
attend may phone or write John 
Oberndorf, Statistical Tabulating 
Corp., 53 W. Jackson, Chicago, 
Harrison 7-4500. A demonstration 
will be given in New York in 
about a month. 


Nash Associates Adds Units 
Jim Nash Associates Inc., New 
York, has added institutional, of- 
fice and furniture planning units 
to the company. E. F. Fabry, for- 
merly head of his own design 
company, will be director. 


NEW ENGLAND 


QUIPMENT DEALER 


“Inter-Locked" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 


E 


Johnson Printing, Inc. specializes in fine printing . . 


eeey 
4 EY * “Ss HA 


. particularly 


precision color work requiring special skill and craftsmanship. 
Because we produce quality workmanship, our name 
stands out in the minds of our customers. 
Good printing makes any name stand out more strongly. 
Because they realize this, some of America’s best-known 
corporations are using Johnson Printing, Inc. for accurate, 
quality work and dependable service. If you are in one of the 
country’s major markets, there is a good chance that one of these - 
«famous Johnson customers is a neighbor of yours. 
Our Eau Claire plant is fully equipped with excellent modern 
equipment; our main-line location between Chicago and the 
Twin Cities means that we are big-city handy as well as big-city 
competent. In fact, there’s just one small-town thing about 


Johnson Printing, Inc. .. . 


the cost structure. 


Want facts and figures? Here’s our address: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 
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. New York is worship on Sunday. New 


: York is back to work on Monday. New 


York is 5 million families growing, want- 
1 ing, needing, buying. New York is The 


New York Times. New Yorkers live by 


it. It serves them with the most news. 
It sells them with the most advertising. 
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SPACE TECHNOLOGY encompasses all 
of man's efforts devoted to the explora- 
tion of the universe, from his attempts to 
understand the basic laws of nature and 
the earth, to travel by men and machines 
throughout the solar system and beyond. 


Man and his machines . . . aircraft — mis- 
siles — space vehicies...are based on 
earth, and must deal with the earth's en- 
vironment in order to reach these distant 
goals. They must, also, deal with hostile, 
unknown environments. 


Space Technology, therefore, includes 
every discipline of the physical and life 
sciences and every facet of engineering 
necessary to translate these sciences into 
successful flight through space. 


NAR PROBES °°° will precede man in our race to the moon. These in- 
LU strumented vehicles will be hurled from the surface of 
the earth by multi-stage rockets — some to reach the 
moon, others to circle it. 


AVIATION WEEK readers have been able to follow 
week-by-week developments of lunar probes. When the 
first attempt is made, AVIATION WEEK editors will also 
cover every technical aspect of that story. To the influen- 
tial AVIATION WEEK engineering-management-mili- 
tary audience, they will bring authoritative, history- 
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Manna 


making reports that have become an AVIATION WEEK 
hallmark. 


First, most authoritative, most quoted publication in 
Space Technology, AVIATION WEEK is also the most 
influential medium serving all of the great Aviation 
industry. 


You will want to get your share of the business end of 
Space Technology — the space marketplace of tomor- 
row. Begin now, to tell this market about your company 
and product. 


A McGraw-Hill Publication @® @ 
330 West 42nd Street, New York 36, N. Y. 
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July Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 
KEY: (mon)-monthly; (sm)-semi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines -— Total Advertising, in Pages—. ————Tota! Advertising, in Lines———, in Lines 
July July Jan.-July Jan.-July July July Jan.-July Jan.-duly July duly duly July Jan.-July Jan.-July July duly dJan.-July Jan.-July July duly 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
§tCorn Belt Farm Dailies: (d) 
General Farm Publications Chicago Daily Drovers Journal 15.6 17.7 174.1 198.6 33,260 37,646 370,494 422,616 24,159 26,575 
§American Agriculturist (sm) 24.5 25.1 206.6 202.7 17,866 18,263 150,533 147,581 16,199 16,306 Kansas City Daily 
§Arizona Farmer-Ranchman (bw) 62.4 64.0 450.0 478.7 47,232 48,443 340,247 361,939 46,478 47,365 Drovers Telegram ..... 17.0 20.7 172.3 193.4 36,266 44,050 366,796 411.629 27,406 36,614 
Arkansas Farmer (mon) .... 12.0 14.9 109.8 121.9 9,071 11,274 82,998 92,206 8,663 10,930 Omaha Daily Journal-Stockman 16.4 25.9 196.2 222.0 34,821 55,044 417,492 472,395 29,743 49,376 
§California Farmer: (bw) St. Lowis Daily 
Northern Edition ...... . 412 47.0 350.9 358.6 31,179 33,897 265,360 269,561 29,392 33,192 Livestock Reporter .... 105 13.8 119.1 138.5 22,303 29,308 253,554 294,678 19,428 24,187 
Southern Edition ...... ‘ 40.8 45.2 336.8 339.7 30,887 31,898 254,677 254,969 29,100 30,506 §Dairymen’s League News (bw) 11.1 12. 81.8 89.0 8,061 8,833 59,536 64,900 7,352 8,435 
Average 2 Editions ...... 41.0 46.1 343.9 349.2 31,033 32,898 260,019 262.270 29,246 31,849 Florida Cattleman (mon) .. 78.2 64.6 467.4 468.6 32,868 27,132 196,118 196,865 12,694 9,741 
Capper’s Farmer (mon) . 25.9 39.1 366.1 450.4 11,136 16,754 157,053 193,220 11,075 16.078 Hoard’s Dairyman (sm) .... 37.1 34.9 409.4 399.4 27,033 25.385 298,072 290,754 21,671 20,532 
Colorado Rancher & Farmer (sm) 20.6 21.6 214.3 240.9 15,578 16,389 162,234 182,662 14,472 15,150 tLivestock Breeder Journal (mon)136.2 —— 484.6 — 57,061 203,514 4,382 
Dakota Farmer (sm) . 45.5 52.6 436.5 463.5 35,718 41,285 342,233 363,361 35,718 40,584 National Hog Farmer (mon) .. 9.0 68 82.4 46.5 9,105 6,875 83,900 47,100 8,940 6,640 
tElectricity on the Farm (mon) — —— 59.7 71.7 21,327 25,653 oe Western Dairy Journal (mon) 36.5 35.7 273.2 248.9 15,652 15,302 116,854 106,813 4,602 4,112 
Farm & Ranch—Southern Agriculturist: a Western Livestock Journal (mon) 
Southeastern Edition (mon) 23.7 27.9 265.5 281.5 10,166 11,972 113,910 120,770 9,235 11,170 Mts. & Plains Edition ... 55.1 63.8 329.2 292.9 23,622 27,374 141,245 123,527 7,250 3,932 
Southwestern Edition 25.9 28.9 2664 297.3 11,147 12,418 114,270 127,533 10,185 11,425 Pacific Slope Edition .... 79.6 67.7 605.4 565.8 34,158 29, 259,770 242,735 8,946 7,186 
Average 2 Editions 24.4 28.3 265.9 287.7 10,548 12,145 114,097 123,407 9,605 11,269 dt Western Livestock Reporter (w) 24.0 33.6 228.0 187.2 22,827 30,135 225,365 169,299 11,704 10,147 
Farm Journal: (mon) Western Livestock Reporter (w) 19.2 63.0 247.2 214.2 15,740 35,420 245,308 154,294 9,037 14,994 
#Central Edition - 615 62.6 583.0 673.2 26,363 26,866 250,091 288.821 25,687 26,196 Total Group ............ 520.9 425.1 3,535.9 2,897.0 244,598 204,191 1,813,492 1,446,672 91,946 85,906 
#Eastern Edition . 57.1 63.6 525.9 689.5 24,503 27,294 225,605 295,812 23,827 26,624 | § Not included in totals; figures shown are for June issues as July figures were not available as this issue went to 
#Southern Edition .. 522 S85 450.2 634.4 22,359 25,079 193,122 272,164 21,683 24,409 | press. ¢ Twenty-one issues in June 1958; twenty issues in June 1957. ¢ Formed by merger in December of the Breeder- 
Western Edition 60.1 711 556.8 714.3 25,790 30,513 238,881 306,419 25,114 29.843 Stockman and Southern Livestock Journal; beginning with July issue eastern and southern sections will be consolidated 
Average 4 Editions 57.7 64.0 529.0 677.9 24,754 27,438 226,925 290,804 24,078 26,768 | into one edition. + Not included in totals; figures shown are for June issues and were not available when June linage 
Farm Management (mon) 106 140 1513 147.0 4,555 6,007 60,337 62,966 4,555 6,007 | went to press. 
farm Quarterly (q) _—_— 176.5 169.0 86.625 78,078 
§The Farmer (sm) .. 63.2 58.4 542.1 563.2 49,585 45,797 425.025 441,526 46.070 42,349 Ss 
Farmer-Stockman: (mon) Figures in Thousands 
Oklahoma Edition . . 25.1 23.6 242.6 282.5 10.790 10,133 104,080 121,011 9,814 9,265 Farm Linage Trend 
Texas Edition .... 18.9 20.7 224.1 266.2 6,144 6,833 96.151 114.236 56,168 46.015 
Average 2 Editions ...... 22.0 22.2 233.4 2744 9467 9,508 100,116 117.624 9,491 8.640 , 
Georgia Farmer (mon) 75 81 824 947 5674 6130 62,244 71,680 5,463 6,062 GENERAL j FARM ORGANIZATION & EDUCATION 
*Indiana Farmer's Guide (mon) 10.6 13.3 110.2 148.8 8.284 10,432 86.421 116.656 5,856 8.225 1958 : 1958 
\lowa Farm & Home Y 
Register (mon) .... 7.7 124 120.3 125.5 7,781 12,655 120.338 128,069 7,449 12,196 | | JULY] 407 | Ju 
§lowa Farm Bureau Spokesman (w) 47.2 444 325.5 309.1 48,110 45,110 330.279 314,511 46,275 42,365 * * 
§Kansas Farmer (sm) .. 30.5 34.7 237.2 271.1 23,187 26,360 180,287 206,026 21,610 24.747 | | JUNE RE JUNE 
Kentucky Farmer (mon) . 8.8 12.6 153.0 166.3 6,905 9,872 120,018 130,442 5,824 8,606 a 
Michigan Farm News (mon) 18 18 18.3 149 4416 4,465 43,620 34,605 3,945 4,043 1957 1957 
§Michigan Farmer (sm) . 36.2 40.1 336.4 338.7 27,788 30,790 258,393 260,133 24,221 27,638 JUL JULYER 
Minnesota Farmer (mon) 10.9 71 84.2 67.4 8591 5,600 66,278 52.964 8591 5,600 
Mississippi Farmer (mon) 7.2 12.3 74.8 92.55 5407 9,353 56,522 69.980 5,168 9,238 ee 
Missouri Farmer (mon) 12.2 7.0 94.8 74.7 5,116 4,789 39,768 51,188 4,356 4,024 
§Missouri Ruralist (sm) 24.9 29.6 252.2 308.3 18,946 22,524 191,707 234,316 17,459 20,447 
Montana Farmer-Stockman (sm) 49.9 49.2 418.2 428.0 37,695 37,170 316,160 323,581 34,027 33,271 DAIRY & LIVESTOCK POULTRY FRUIT & VEGETABLE CANADIAN 
National Live Stock 1958 1958 1958 1958 
Producer (mon) ........ 9.5 9.5 98.4 103.4 7,009 7,099 71,699 75,241 6,893 6,842 JUNE 
Nebraska Farmer (sm) 49.9 50.2 S819 598.2 37,745 37,952 440,192 452,321 34,854 34,256 gury[245 sury [45] sury [65 } 
§New England Homestead (sm) 27.8 26.5 306.8 215.3 19,247 18,977 214,770 150,684 14,970 15,390 
ie deny fon 6 JuNe oo * JUNE moe * JUNE gs* may [378 
n Seeeeerse \ . \e 5 s' » 
eee 5 25.4 305 308.8 $354.8 11,423 13,707 138,969 159,704 10,079 11,969 1957 1957 1957 1957 
Ranch (mon) ...... 1.9 89 916 769 9,034 6807 69,586 56,950 8,901 6,653 }204 | 
$0hio Farmer (sm) ....... 40.1 39.8 395.0 399.7 30,782 30,586 303.376 306.976 26,765 27,261 JULY ad JULY BY JULY 
§Pennsylvania Farmer (sm) 29.9 26.4 315.5 309.2 22,991 20,284 242.337 237,483 20,517 17,430 
§Prairie Farmer: (sm) 
Illinois Edition ......... 63.1 60.4 557.9 586.5 45.945 43,956 406.192 426,977 38,341 36,903 . ; ; ‘ ; A , 
Indiana Edition... a as ne eek eee Se ee Ses OO ee ee Sie CRE SED Se ee Oe ee a ered & 
Average 2 Editions . ny 60.1 57.9 634.2 676.8 43,744 42,135 461,579 492,709 36,140 
Progressive Farmer: (mon) 
#Carolina-Va. Edition .. 53.1 62.0 574.1 695.8 36,109 42,220 390,408 473,149 35,002 41,268 Poultry 
3#Ga.-Ala.-Fia. Edition . . 53.2 63.3 577.9 695.9 36,173 43,037 392,996 473,182 34,872 41,957 
#Ky.-Tenn.-W.Va. Edition 50.7 58.6 531.3 648.1 34,478 39,824 361,300 440,679 33,436 38,971 | tAmerican Poultry Journal: (mon) 
ZMiss.-La.-Ark. Edition 54.8 60.2 540.5 654.1 37,291 40,934 367,508 444,757 36,216 40,004 Eastern Edition ....... 19.9 29.6 186.2 229.3 8529 12,681 80,907 98,971 7,381 11,977 
tTexas Edition . ‘ 53.9 63.2 551.9 679.7 36,626 42,961 375,309 462,190 35.263 41,631 Midwest Edition ...... 20.3 27.7 195.0 225.4 8,702 11,876 83,580 96,681 7,841 11,277 : 
Average 5 Editions ...... 53.1 61.5 552.2 674.7 36,136 41,795 377,505 458,791 34,958 40,766 Southeastern Edition ... 23.6 30.3 196.1 232.2 10,109 12,999 84,217 99.636 9,042 11,580 : 
§**Rural New-Yorker: (sm) Southwestern Edition .. 19.7 27.6 176.4 223.9 8,463 11,859 85,665 96,097 7,595 11,061 
New York-New Eng. Edition ee eee 42.8 nem 39.908 33,501 10,090 Pacific Edition ....... 25.2 30.0 189.1 229.8 10,798 12.890 81,096 98.608 8,560 11,111 
Penn-N.J.-Delmarva Ed OS: cecil 41.2 nine 2707 32,315 9,554 Average 5 Editions ...... 21.7 29.0 182.5 228.0 9,320 12,461 81,093 97,899 8,084 11,401 
Southern Planter (mon) ... 10.4 16.7 163.4 185.3 7,307 11,663 114,392 129,730 7,005 11,332 Broiler Growing (mon) .... 29.0 32.2 249.7 274.9 12,449 13,797 107,144 117,917 9,494 10,483 
Successful Farming (mon) 40.7 42.6 501.7 613.1 18,331 19,191 225,769 275,888 17,927 18,797 tEverybodys Poultry ' 
Tennessee Farmer & Magazine (mon) ....... —_— 199.3 193.7 id 85,504 83,110 --- 
Homemaker (mon) ...... 6.7 7.4 108.9 110.2 5,252 5.760 85,345 86,106 4,317 4,942 §*Georgia Poultry Times (w) 54.2 20.9 188.2 176.1 57,722 22,288 200,480 187,670 11,078 1,949 
Texas Ranch & Farm (mon) 9.2 10.2 107.4 120.8 9,254 9,380 107,366 120,750 8.680 9,912 §The Poultryman: (w) 
§Wallaces’ Farmer (sm) .... 61.7 63.8 569.6 596.2 48,406 50,044 446,569 467,496 47,242 48,323 National Edition ........ 16.6 14.2 101.0 117.6 18,053 15,366 109,638 127,544 13,172 10,475 
§Weekly Star Farmer: (w) New Jersey Edition ...... 25.5 26.7 172.2 212.4 27,696 29,001 186,824 231,554 21,113 22,318 4 
Kansas Edition ........ 13.9 9.8 102.1 92.3 34,365 24,313 251.678 227,670 22,117 12,310 New England Edition .... 19.2 16.8 121.6 141.8 20,811 18,250 131,950 153,906 14,516 12,223 ‘ 
Missouri Edition ........ 13.8 9.6 105.0 97.4 33,894 23,562 258,585 240,126 22,162 12,319 Dixie Edition Kivetkbecs 18.3 14.9 107.0 112.5 19,882 16,206 116,056 122,095 14,483 10,475 
Okla.-Ark. Edition ...... 12.1 8.7 90.3 85.8 29,779 21,543 222,581 211,562 19,641 11,432 | Poultry Tribune: (mon) 
‘Average 3 Editions ...... 13.3 9.4 99.1 91.8 32,679 23,139 244,281 226,452 21,306 12,020 Eastern Edition ...... 29.3 24.4 265.5 282.5 12,572 10,453 113,893 121,183 11,144 9,244 
Western Farm Life: (sm) Midwest Edition ...... 25.4 24.1 261.9 272.2 10,910 10,333 112,349 116,788 9,358 9,306 : 
Regular Edition ...... 27.5 22.1 204.4 205.3 21,611 17,372 160,275 160,982 19,125 14,803 Pacific Edition ....... 30.5 31.1 307.6 315.7 13,076 13,358 131,980 135,434 9,096 10,238 fi 
#Colorado Edition ...... 39.9 28.4 279.5 268.0 31,315 22,341 219,143 210,150 23,495 19,772 Southeast Edition .... 28.8 25.3 292.6 303.6 12,352 10,837 125,507 130,265 9,830 9,025 
Average 2 Editions ...... 33.7 25.3 241.9 236.6 26,463 19,856 189,709 185,566 21,310 17,287 Southwest Edition .... 26.6 24.0 265.5 281.7 11,400 10,299 113,896 120,831 8,948 8,801 
§Wisconsin Agriculturist & Average 5 Editions ...... 28.1 25.8 278.6 291.1 12,062 11,056 119,526 124899 9,675 9,323 
Farmer (sm) .......... 47.1 43.9 412.6 426.0 36,958 34,442 323,474 334,023 36,566 33,701 Turkey World (mon) ...... 26.4 29.9 329.9 367.6 11,312 12,843 141,509 157,699 10,611 11,284 
Wyoming Stockman-Farmer (mon) 36.7 34.8 278.3 265.8 28,798 26,460 216,202 207,882 24,487 22,397 Fee BO ois ss 105.2 1169 1,240.0 1,355.3 45,143 50,157 534,776 581,524 37,864 42,491 
Wee Peele eS cc ckc 622.5 678.1 6,733.2 8,457.0 407,448 440,936 4,302,048 4,718,035 376,747 411,844 | t Figures shown are for combined July-August issue. 4 Not included in totals. { Cumulative figures shown are for January 
§ Not included in totals; figures shown are for Jume issues as July figures were not available as this issue went to | through June; July and August issue combined, and figures were not available as this issue went to press. § Not included 
press. + Cumulative figures shown are for January through June; not published in July. 2 Not included in totals. | in totals; figures shown are for June issues as July figures were not available as this issue went to press. * Five 
¢t Published quarterly; cumulative figures shown are for spring and summer issues. * Became a monthly with the April | issues in June 1958; four issues in June 1957. 
1958 issue. ||| Changed from a 1,020-line page to a 1,000-line page in August 1957. ** Split into two separate editions 
starting with the May 1958 issue. Fruit & Vegetable 
: American Fruit Grower (mon) 44.1 45.3 272.8 ‘245.6 19,054 19,591 117,836 106,078 18,739 19,201 
Farm Organizations & Education American Veg. Grower (mon) 33.5 26.8 229.9 208.7 14,468 11,579 99,314 90,142 14,288 11,508 


. California Citrograph (mon) 15.7 19.3 148.8 158.1 11,970 12,978 101,584 106,316 11,760 12,754 
Agricultural Leaders’ Digest (mon) 9.3 11.8 77.7 92.7 4,007 5,100 33,376 39,830 4,007 5,100 
Better Farming Methods (mon) 25.7 24.7 2188 236.6 11,004 10590 93.848 101480 11.004 10,590 Florida Grower & Rancher (mon) 17.4 25.6 192.7. 203.2 11,798 17,042 134,247 138,608 10,282 17,051 


Reliein Vern tineme ’ , ‘ Western Fruit Grower (mon) 17.5 22.0 233.9 2296 7,350 9,273 98,238 96,465 7,350 9,273 

Monthly (mon) ......... 141 118 926 93.0 10,623 8,904 70,882 80,318 10,175 8,428 Total Group ............ 128.2 139.0 1,078.0 1,045.2 64,640 70,823 551,219 537,609 62,419 69,787 
Cooperative Digest (mon) ... 2.5 6.3 43.8 50.0 1,463 2,646 18,940 19,488 1,463 2,646 
County Agent & Vo-Ag -—Total Advertising, in Pages——. ———Total Advertising, in Line-———, 

Teacher (mon) ......... 21.3 Lg 197.8 196.9 9,128 5,095 84,726 84,467 9,128 5,095 June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June 
National 4-H News (mon) 79 117 1296 133.1 2,311 4,930 53,419 55,943 2,311 4,930 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Nation's Agriculture (mon) . 8.4 4.9 62.9 55.4 3772 2.213 28,596 24,919 c 
Ohio Farm Bureau News (mon) 9.3 86 67.4 79.8 4.202 3,882 30,422 36,006 anadian (June) 

§Washington Grange News (sm) 13.1 11.9 95.4 95.6 14,192 12,957 103,470 103,831 13,657 12,516 | Country Guide (mon) ...... 40.4 33.6 201.9 201.4 29,097 24,189 145,351 145,026 

Total Group ............ 665 “91.7 ~8906 ~ 937.5 46.510 43.360 414.209 442.451 38.088 36,789 | Family Herald (w) ....... 67.6 68.8 472.55 470.5 65,974 67,169 460,696 458,764 49,616 49,469 

§ Not included in totals; figures shown are for June issues as July figures were not available as this issue went to press. Farmer's Advocate & 
Canadian Countryman (sm) 38.5 35.5 288.4 280.4 26,955 24,853 201.848 196,262 23,207 20,847 
Le Bulletin des 
Dairy & Livestock Agriculteurs (mon) ...... 47.1 55.9 350.5 381.1 32,994 39,124 244,738 266,988 32,994 39,124 
Breeder's Gazette (mon) ... 11.7 13.2 105.7 1083 5,041 5,964 45,746 50,634 4,169 4,555 | Western Producer (w) .... 54.2 44.0 367.4 327.1 57,972 47,051 393,072 350,049 35,963 27,186 
The Cattleman (mon) ...... 58.3 75.4 5314 552.4 24,318 31,689 222,965 233,950 10,255 14,214 Total Group ............ 247.8 237.8 1,680.7 1,660.5 212,992 202,386 1,445,712 1,417,089 141.780 136,626 
Sales Promotion Execs |has been elected president of the| Other officers are Tom J. Bowes, |Martin, Philadelphia Daily News,| for the past 14 years, has been ap- 
Elect Barnes President Delaware Valley Sales Promotion | Cities Service Oil Co. of Pennsyl-| treasurer. jpointed New York advertising 
Roy W. Barnes Jr., sales pro-| Executives Assn., succeeding Al-|vania, Ist vp; John Lewis, Lewis sales manager of American Home. 
motion manager of the dyes and|fred B. Hailparn, national sales|Bearson Organization, 2nd _ vp;|Ingram to ‘American Home’ The magazine was acquired by 


chemicals division, E. I. du Pont! promotion manager, Publicker In-|Harry M. Ellsworth, Frank H. Walter J. Ingram Jr., on the | Curtis Publishing Co., Philadel- 
de Nemours & Co., Wilmington, 'dustries Inc., Philadelphia. Fleer Corp., secretary, and Paul! sales staff of Ladies’ Home Journal! phia, in April. 
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The successful marketer in the next ten years will be increas- 
ingly concerned with the communication cycle in every phase 
of marketing. Information from the people, to the people, 
from the people, to the people . . . back and forth. . . listen- 
ing, talking, listening. How skillfully the marketer and his 
agency listen to the people is as important as how well they 
talk to them. A modern agency must be as good at creative 
“listening” as it is at creative “talking.” When you get the 
facts—then add the emotional feeling—sales come easier. 


PHOTOGRAPH BY HAROLO HALMA 


McCANN-ERICKSON,INC. World-wide Creative Marketing through Better Communication with People 
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WHEN SOMEONE 
FINDS A WAY TO 
REACH, INFORM, 
ENTERTAIN AND 
SELL PEOPLE ON 
THE ROAD BET- 
TER THAN RADIO 
DOES NOW...WE 
WILL MOVE OVER! 


Meanwhile, of all advertising 
media, radio alone is in the 
driver’s seat. And nationally, 
the CBS Radio Network de- 
livers radio’s biggest audi- 
ences to advertisers—41_per 
cent more listeners than the 
next network.* What’s more, 
these are listeners who really 
listen. The very nature of the 
whole program schedule tells 
you so. And we can prove it! 


“NIELSEN RADIO INDEX, JANUARY 11 THROUGH MAY 10, 1958. 


= CBS RADIO NETWORK 


RADIO ONLY! 
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S-YEAR RECORD SHOWS 
STEADY GAINS IN TOTAL 
DAILY RETAIL LINAGE* 


Daily Retail Linage’*, 1950-1957 
Showing Per Cent of Two-Paper Field 
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* Media Records, full run — does not 
include neighborhood sections or Sun- 
day linage. 
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THE POST IS FIRST IN DAILY 
RETAIL LINAGE* IN THE 
SOUTH’S LARGEST MARKET 


Daily Retail Linage*, Jan.-June, 1958 
Showing Per Cent of Two-Paper Field 
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HIS basic trend, covering both an eight-year period and the first 


six months of 1958, proves the increasing effectiveness of adver- 


tising of The Houston Post. Houston’s retail advertisers who must 
depend on immediate results are depending more and more upon Texas’ 
largest morning newspaper—The Houston Post. 


HOUSTON POST 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


W. P. Hossy 
Chairman of the Board 


OveTa CuLPp HosBy 
President 
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Where Are the ‘27-Pointers?’ 


C.M. Asks: ‘What's the Price?’ 


Woolf Talks About Product Images 


Agencies Face Barter TV Decision 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


‘It Will Come Spottily’.. . 


THE NATIONAL NEWSPAPER OF MARKETING 


Max Ule Says Marketing Concepts Promise Agencies 
Better Ads, Profits and Account Stability 


The marketing concept will force the agency of the future to 


give more “reasons why” for everything it does, predicts G. Maxwell 


Ule, senior vp in charge of marketing services of Kenyon & Eckhardt. 


That will require better research, he said, “since in the past much 
of agency research was superficial and unreliable, and the climate 
in which it was presented for use was far from conducive to its un- 
derstanding—let alone use.” But the rewards, he believes, should 
include greater proof of ad productivity that will command higher 
income for agencies. Following is the nearly complete text of Mr. 
Ule’s statements, which were made in a speech at the annual meet- 
ing of the American Assn. of Advertising Agencies in April at White 


Sulphur Springs. 


G. Maxwell Ule 
Senior Vice-President in Charge of 
Marketing Services, Kenyon & Eckhardt, 
New York. 


The basic thesis underlying my posi- 
tion today is that marketing in our entre- 
preneurial society is the profitable crea- 
tion and satisfaction of consumer demand. 
I emphasize this trinity: the concern for 
profits first, the concern for creating con- 
sumer demand as the underlying rationale 
for profits, and the need for satisfying 
this consumer demand by producing a 
product and making it available to the 
consumer. And the corollary to this thesis 
is that the marketing concept is the broad 
management point of view which begins 
its planning from the standpoint of its 
consumer expectations. To put it another 
way, the marketing concept is looking at 
the business from the outside in, rather 
than from the inside alone. 


5 Points Behind Marketing Concept 

The reasons for the current trend to- 
ward the marketing concept are not far 
to seek. I suggest that they are contained 
in the following five basic elements: 


1. Modern business’ need for better 
prediction and estimation ... This need 

. is to provide better corporate plan- 
ning for sales and profits. The need is 
growing in importance as the size of the 
business increases and as the fixed costs 
and break-even points rise higher and 
higher. Unless we largely anticipate fu- 
ture sales and profits, and adjust our 
internal business commitments in ad- 
vance, excessive costs, confusion and 
sometimes losses are inevitable. And on 
the positive side, unless we plan to take 
advantage of opportunities while they 
still exist as opportunities, we stand to 
lose potential profits which may never 
be recouped. 


2. The need for minimizing business 
risks. Ninety-five per cent of the new 
products and brands introduced over the 
past five years either have been unsuc- 
cessful or else have not met sales expec- 
tations. I wince in thinking of the high 


business costs involved in such experi- 
ences. These high costs of failure or near 
failure are the never absent silent coun- 
selors at every major marketing deci- 
sion. They set the temper for improving 
our control over our marketing experi- 
ence—the need for the progressive min- 
imizing of risks due to faulty planning. 


3. The need for increased efficiency in 
distribution and selling. To show how 
important the advertising and promotion 
costs are in the total sales and adminis- 
trative budget of the top 20 U. S. adver- 
tisers—the best estimates are that 40¢ out 
of every dollar so spent goes for adver- 
tising and promotion. And to show the 
importance of sales and administrative 
costs in relation to production costs, 
three of the top 20 advertisers spend 
more on sales and administration than 
they do on production; two of the 20 
spend from 70 to 85% as much on sales 
and administration as on production; and 
six of the top 20 spend 15 to 25% as 
much on sales and administration as on 
production. The advertising and selling 
budgets in the modern consumer oriented 
business simply involve too large a pro- 
portion of the total costs of doing busi- 
ness not to be submitted to the most 
searching business criticism and scrutiny. 


4. The new technology arising out of 
the behavioral and mathematical sciences. 
There is a growing and increasing be- 
lief among business administrators that 
the problem spawned by the elements 
we are now discussing are not beyond 
solution, or at least amelioration. Let me 
name just a few: The statistical and 
mathematical sciences have produced a 
veritable revolution in permitting us to 
obtain sample data from a total popula- 
tion with absolutely known sampling pre- 
cision. This means that we can now short- 
circuit the problem of obtaining disci- 
plined experience. 

We can now get this experience from 
a sample study completed in four months, 
rather than waiting to spend 20 years 
of our lives accumulating this experience 
through our rather sketchy and haphaz- 


ard contacts with consumers. Do not 
misunderstand me, the experience and 
study at first hand of the business and 
selling process is invaluable—but it 
should be used as a means for using 
consumer data wisely, rather than as a 
substitute for valid consumer data. 

The use of the analytical techniques of 
the behavioral sciences will gradually 
revolutionize the communication arts by 
predicating their practice upon a body 
of demonstrable general principles which 
will be readily available to creative peo- 
ple for increasing their knowledge of 
consumer response to advertising com- 
munication. That the intelligent under- 
standing and use of these general prin- 
ciples will improve true creativity in 
communication can be reasonably as- 
sumed by what it has done when applied 
to architecture, engineering, medicine 
and law; all have befiefited from an in- 
tense discipline in the orderly and dem- 
onstrable principles on which their en- 
tire profession is based. The application 
of these general principles of communi- 
cation should do nothing to stifle even 
our great creative virtuosos, since every 
profession first of all calls for a full 
knowledge of its basic principles and 
rules before it frees the truly great for 
exciting new creativity. You become free 
after you know, understand and control 
the principles—you are not free as long 
as you do not know, do not understand 
and thus do not control the use of these 
principles. 


5. The new breed of administrator in 
business. The new breed which has been 
emerging for the past 15 years is pro- 
gressively better and better educated in 
the tools of management, in the knowl- 
edge and use of the social and business 
sciences, in self discipline in relating 
himself to his position in the business 
organization, in his attitude toward group 
centered creativity and performance 
compared to his predecessor. He is de- 
manding that the tools of the social sci- 
ences be used; he is demanding proof of 
the old bromides, of the old verities, of 
the old folk lore. 

He is objective, he is non self referent 
—he doesn’t particularly care what his 
wife’s attitudes are in the situation, or 
what the country club set’s attitudes 
are. He knows there are better touch- 
stones to consumer information than that. 
And he is asking that these touchstones 
are not only being introduced into the 
decision-making process, but being given 
more than lip service. He is skilful in 
knowing the difference between appar- 
ent use of the tools of the social sciences 
and real commitment to their use. He is 
demanding the latter and discouraging the 
former. 


s This, I submit, is the background of 
evolution, 


the accelerating marketing 


This evolution, which is called the mar- 
keting concept, is largely an integrating 
concept. It places in balanced perspec- 
tive the internal production facts and the 
external sales and advertising facts for 
the purpose of obtaining maximum sell- 
ing results for the company. It recognizes 
that the production-centered company 
tends to be too inert, too self centered, 
too insensitive to consumer needs. 

It further recognizes that a completely 
sales-centered company tends to place 
too much emphasis upon the apparent 
vagaries of the consumer, and not enough 
upon the total company welfare. Its ef- 
forts are thus, one of integrating the 
diverse internal and external forces into 
the optimum solution for the company— 
not full emphasis upon the product, not 
full emphasis upon the consumer, but a 
balanced emphasis leading to best profit 
results. In the new marketing concept, 
the central concept is not product, it is 
not sales, it is not brand share, nor ab- 
stract consumer good will, but rather op- 
timum profits through sales. 


What Marketing Directors Do 


To achieve this kind of balance calls 
for a basic reorganization of the entire 
management structure in the typical busi- 
ness enterprise. If the marketing func- 
tion is to be responsible for the profit 
results of the business, then it calls for 
the development of a responsible in- 
ternal position where the authority to 
achieve these results is equal to the re- 
sponsibility for getting these results 
done. The typical company which has 
seen fit to go to the marketing concept 
of organization has set up the marketing 
director who reports either to the presi- 
dent or the executive vice-president of 
the company. 

Under the marketing director we see 
at least six functions. They are sales, ad- 
vertising and promotion, marketing re- 
search, product planning, product service 
and marketing administration and per- 
sonnel, 


= The marketing director, looked at cold- 
ly on the organization chart, is an addi- 
tional item of overhead in the corporate 
structure. As such he must find some 
way to make this overhead more than 
pay off. Since he has action centered de- 
partments reporting to him, his role in 
maximizing company profits through 
sales is largely in the area of planning, 
of coordinating and of administering for 
greater efficiency. Planning means think- 
ing through before performing, or prior 
to action. 

The next most important contribution 
the marketing director makes is to co- 
ordinate the specialists under him. And 
coordination means a group centered op- 
eration—an operation which sees to it 
that the individual parts mesh with max- 
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imum efficiency. I need tell none of you 
of the tremendous human problem in- 
volved in managing men into a realiza- 
tion that they must merge their own pri- 
vate agendas into the broad framework 
of the formal or official company agenda. 


® In his role as a planner, a coordinator, 
an administrator, to communicate to all 
of his colleagues on these facets of his 
responsibility, calls for the establishing 
of a marketing plan. This plan must be 
first of all a blue print for profits and 
sales, and second, a statement of the 
strategies and tactics planned to meet 
these objectives. Here the marketing di- 
rector is caught on the horns of a typical 
dilemma—he must plan to provide an in- 
tegrated blueprint for action, but he must 
provide flexible alternatives to meet po- 
tential and tentative events as well. This 
is because his planning, which starts from 
the consumer and the economy, is only 
partially under his control, and his fore- 
sight, being human, is not 20-20. 

By analogy, in getting maximum re- 
sults from the corporate resources under 
his command, the marketing director has 
much the same problem as the symphony 
director—the problem of how to use the 
total team to reach these objectives. But 
unlike the symphony director, he has no 
final and correct proportion to spend for 
salesmen, for sales promotion, for ad- 
vertising, for research, for administra- 
tion. He must use his own disciplined 
judgments, his insights, and his intel- 
lectual skills to determine what combi- 
nation of these resources will produce the 
greatest profits or what combination of 
resources can be used which will permit 
the lowest marketing costs to the com- 


pany. 


lf You Hike Advertising 10%, 
How Much Will Sales Increase? 

It is here that the advertising and the 
promotion functions come into head-on 
collision with the economic facts of life. 
The marketing director can estimate 
pretty well how much his sales and prof- 
its will increase if he adds one or two 
salesmen to this staff. He can tell how 
much more his profits will be if he can 
stock up his trade with an additional 
10% of inventory, using agreed-upon fi- 
nancial incentives for the purpose. 

But his big unanswered questions are 
how much will he be able to increase his 
company sales and profits if he increases 
advertising by 10% and promotion by 
10%; or how much more will he be able 
to increase his company profits if he 
reduces his merchandising budget by 
20% and increases his advertising budg- 
et by 25%. 


® The marketing director, in reviewing 
the resources which he has available to 
help his company achieve the profit and 
sales objectives to which they are com- 
mitted, most naturally will review the 
facilities and services of his agency or 
agencies. His very interest in more than 
advertising—but in the entire planning 
of the profit function from the consumer 
standpoint, makes him take a _ broader 
point of view than does the advertising 
manager. 

His attitude toward the agency may be 
more like this: “The agency should take 
responsibility for everything that can 
help to sell a product,” or “the agency 
cannot do a thoroughly efficient advertis- 
ing job unless it has a full conception of 
such factors as product development, 
packaging, pricing, sales promotion and 
merchandising” or that “the agencies 
gear their functions as well as their plan- 
ning to the entire client marketing spec- 
trum.” These are direct quotes from top 
marketing planners among our clients... 


What the Marketing Concept 
Means to Advertising 

What are the implications of the mar- 
keting concept for the advertising busi- 
ness? I suggest that they are two in 
number: First is the need for justifica- 
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tion and second is the need for integra- 
tion. By justification I mean to show 
sufficient reason. By integration I mean 
the efficient fitting together of the com- 
ponents. Let me expand. 

What will the agency and the client 
advertising director have to do in terms 
of justification? Certainly one of the first 
will be a clearer definition of and proof 
of the true use of advertising. What is 
the true function of advertising for the 
client in each specific case? Is it to make 
sales, is it to buiid attitude and aware- 
ness, is it to promote trade good will and 
trade acceptance? I think that the future 
marketing man will demand a more clear- 
cut statement of the true role of adver- 
tising for a particular marketing problem 
as the basic background in which he and 
his people can better plan its future use. 


® From the more rigorous definition of 
advertising’s true role will come the joint 
client and agency need to justify the size 
of the advertising budget. This means 
not only justifying the budget to keep it 
from being reduced, but perhaps more 
important, justifying it in terms of show- 
ing why it will be profitable for the cli- 
ent to increase the size of the budget. 
The proof, however, will have to be more 
rigorous, more mathematical to be sale- 
able to men who must keep profit and 
loss statements and balance sheets con- 
stantly in mind in their decisions. 
Similarly there will be more need to 
prove that the advertising planning is 
geared to the appropriate market in the 
most efficient and direct fashion. This 
means that the definition and delinea- 
tion of markets will again have to be 
much more rigorous and much more spe- 
cific than in the past. We shall not have 
to think only of consumers, but of spe- 
cific types of consumers if we are to be 
able to produce more direct justification 
for our market targets. And in talking 
about specific consumers we shall have 
to explore their economic means, their 
psychological receptiveness to our com- 
munications, and their estimated number 
and location so that we can identify and 
assay their potential value more clearly. 


= Once we have identified the market 
more systematically and rationally, it 
will be equally necessary to justify the 
media strategy and the media mix. For 
example, advertising planners will be 
called upon to give better evidence on 
what proportion of the total potential 
market we should cover with our media, 
and how frequently we have to cover 
them. This is largely amenable to orderly 
scientific analysis even today. Similarly, 
practitioners will be called upon to 
make more detailed defense of the dis- 
tribution of our advertising impressions 
upon the potential market. 

This is a virginal field which will re- 
spond dramatically to orderly study and 
analysis. For example, why are we today 
almost completely oblivious to the fact 
that conventional media schedules tend 
to over-communicate to some groups and 
to under-communicate to others? Why 
are we permitting our scheduling to de- 
liver say five times as many commercial 
messages to one group of people as to 
another? Are the former less responsive 
than the latter? If they are, then why 
are we addressing ourselves to them? 
Are the less responsive ones harder to 
reach than the more responsive ones? If 
yes, that is no excuse for the wide di- 
vergence in the incidence of our message 
upon different groups of our potential 
market. 


Hunches Will Have to Be Tested 

The marketing concept will progres- 
sively call upon advertising professionals 
to give a more cogent defense for the 
mix we put into television, into maga- 
zines and into newspapers than in the 
past. The new era will not accept some- 
one’s hunch that we should put a large 
share of the budget into one medium 
over another. These hunches will have 
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to be tested out by a more orderly and 
analytical look at the client’s marketing 
problems and by the way the various me- 
dia in combination can optimize our mes- 
sage impact upon the market. 

In the creative area, the marketing 
concept will call for more justification of 
the copy platform. It will call for evi- 
dence or “proof” that the proposed ideas 
will maximize the advertising’s effect 
upon consumer attitude and awareness of 
the client’s products. The tools are now 
currently at hand for estimating the con- 
sumer voltage of basic copy platforms. 
And the marketing climate in advertising 
circles will expect this justification to be 
routine. 


# There will be further need for justi- 
fying the creative handling of the copy 
platform. There is enough evidence avail- 
able today from fairly high order re- 
search that we can measure the full ef- 
fectiveness of an advertisement or a com- 
mercial (at least on a relative basis). 
This full effectiveness means both its 
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rational and irrational appeal. With such 
techniques now available because of the 
tremendous strides in the social sciences, 
there will simply be no excuse for not 
making these measurements. 

The attitude and climate of the past 
between creative and creative research 
will thus be progressively ameliorated 
because the full impact of the potential 
value of good pre-testing of advertising 
will be viewed in its total relationship 
of helping to assure both agency and 
client that the creative handling is truly 
of superior quality—in relation to the 
job the advertising is called upon to do. 


= The same orderly process will be called 
for in defining the appropriate role of 
promotion and publicity, with the need 
for building in measures for evaluating 
and feed-back so that we can learn in a 
more disciplined manner from the actual 
results of the promotions in the field. The 
business simply will not be able to afford 
to lose the full training value of dis- 
ciplined study of results. The very com- 


WILLIAM 5S. and A. J. TOWNSEND— 
who stirred the ad world by selling their 
controversial “27 points” of advertising 
evaluation to such big advertisers as 
Wrigley and Philco, made a fortune and 
apparently lost it before dropping from 
sight? 

The enterprising brothers made a mil- 
lion by the time they were 30 but insisted 
in southern drawls that “we’re just a 
couple of country boys from Georgia.” 
They came from Bainbridge (home town 
of Miriam Hopkins, whom Will, the elder, 
proudly remembered he used to bounce 
on his knee). Will, who quit school in 
seventh grade, rose from a job in a whole- 
sale grocery to vp of a bottle-washing 
machinery manufacturer. When he won a 
post as eastern sales manager of a gaso- 
line pump company in 1918, he hired A. J., 
who had left George Washington Univer- 
sity in his sophomore year, as head of 
production. 


s When the brothers hired an agency to 
place ads in The Saturday Evening Post, 
they were disturbed to find that no one 
knew which of several proposed cam- 
paigns would sell the most pumps. So 
they began pinning down elements ss 
successful advertising and using them in 
their ads. By 1925 the company, investing 
$250,000 in advertising, was netting $940,- 
840 in income. The brothers fed their 
earnings into stock of the company, won 
control, then sold it in 1929 for $2,300,000, 
mostly in securities. 

They bought a cabin cruiser and went 
fishing off the Georgia coast. When the 
nation’s crash hit bottom they returned to 
a new venture—selling Tom Thumb min- 
iature golf courses, at a cost of $383 and 
a price of $4,000 per. With flamboyant 
unorthodoxy, according to a New Yorker 
profile, Will hired several employes 
whose function was to sit in the reception 
room, gloating over profits they supposed- 
ly had made as Tom Thumb owners. The 
bait hooked fish at such a rate that in 
nine months the canny Townsends sold 
out, clearing $1,018,000 before the fad died 
out. 


® Again they went fishing, this time on 
their new 75-foot yacht named Saedi, 
which spells backward. While contem- 
plating the sea, Will dreamed up Ideas 
Inc., a firm which assayed the financing 
of new product ideas but didn’t last. After 
losing on investments, Will tried again in 
1934 by selling a sales training program, 
using “15 points” of selling, for Sales 
Analysis Institute. He quit when the in- 
stitute declined to let him launch a sub- 


What They're Doing Today 


WHAT'S BECOME OF ... 


Will Townsend A. J. Townsend 


sidiary to analyze advertising. 

Thereupon the brothers put together 
their “27 points” and began selling them 
to eager advertisers via Townsend & 
Townsend Inc., Townsend Research Insti- 
tute and Calkins & Holden, in which they 
invested. Before long not only Wrigley 
gum and Philco radios, but Ipana tooth- 
paste, Gillette blades and a long list of 
others, including agencies, were taking a 
whirl on the Townsend evaluation merry- 
go-round, paying a fee as Townsend cli- 
ents and swearing not to reveal the 
“points.” A full-page Townsend ad in 
ADVERTISING AGE (AA, Oct. 25, °37) of- 
fered a 40¢ booklet for $5, purporting to 
reveal “some” of the secret 27 points. But 
the brothers returned the $5 to more than 
250 who replied, enclosed the booklet— 
which revealed nothing secret—and an- 
nounced that the ad’s only aim was to 
“direct you and other alert business men 
to those advertising agencies who now 
produce advertising by this method.” 
Throughout the late ’30s the “points” 
grossed an average $100,000 annually. 
Administrative expenses were minimum. 


= While many agency men joined the 
parade, others were irate, insisting that 
the Townsends offered nothing a good 
copywriter didn’t know. Lord & Thomas 
quit the Quaker account over the 27 
points. The Townsends, protesting mild- 
ly that they aimed to irk no one, said 
they “want to do well by everybody and 
vice versa.” 

The Townsend star hit its zenith in 
the late ’30s, and descended thereafter un- 
til the late 40s when they folded their 
New York offices, Will coming to Chicago 
to sell his “points” in book and film form 
and A. J. entering the employment busi- 
ness in Washington. Will retired to Flor- 
ida for a while, and later did Chamber of 
Commerce work in Bainbridge. Last year 
Will, in his 60s and with his fortune gone, 
found his health failing, too, and took 
residence in the Presbyterian home in 
Quitman, Ga. A. J. still lives in Washing- 
ton but is invalided and unable to continue 
work, + 
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GEORGE STAUDT* 
HAD TO KNOW: 


“What effect 


does advertising 
have on 
recognition i 


*George L. Staudt 
Account Executive 


The Cramer-Krasselt Co. 4 


RECOGNITION TRENDS FOR EIGHT PRODUCTS 
ADVERTISED IN A BUSINESS MAGAZINE 
Per Cent of Subscribers Recognizing Company as Manufacturer 


< Before Advertising Fr After 8 ads [J Atter 23 ads 
se : Ee ‘ 7 , Janvary, 1950 September, 1950 October, 1951 
x While Advertising Manager for an industrial equipment 186 respondents 429 respondents All respondents 
manufacturer, George Staudt wanted to measure the Products Before Advertising After Advertising 
A : NS. ie 7 


effect of a continuing advertising campaign on recogni- 
tion of specific products. By surveying subscribers to 
one business magazine before and during the campaign, 
McGraw-Hill’s Research Department found: 
All products rose in recognition. The greatest in- 
crease for a single product was 200% over the rec- 
ognition level before advertising began, while the 
over-all increase in per cent of subscribers who rec- 
ognized any one or more of the products was 32%. 
Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a better From Laboratory of Advertising Performance Sheet 5193: Recog- 


ding ‘ood ising in good . nition was measured by ability of subscribers to associate with 
parenen reid. acvertiaing ia 9 busi- Company the products it manufactured. Questionnaires were sent 


ness magazines helps create more sales, to separate cross-sections of 1,500 subscribers for each of first two 
By concentrating your advertising in one or more of surveys. For the final mailing, every other name in the two pre- 


-Hi azin : : § vious lists was selected to provide a comparable group of 1,500. 
the Sea ey pete togh Apelor: ome From the first mailing, the 186 replies from subscribers who could 


kets, you can increase recognition of your products not have seen the first ad in the campaign were analyzed. To get a 
among the key buying influence factors. copy of Sheet 5193, contact your McGraw-Hill office. 
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petitive measures for increasing produc- 
tivity and minimizing error will see to 
this in the long run. 

To put it another way, justification 
will have to come, not by faith as in reli- 
gion, not by many of the generalities with 
which the business has been plagued in 
the past, but by the road of realistic evi- 
dence, The marketing concept will place 
more emphasis upon consumer and mar- 
ket measurement and upon the intelli- 
gent objective feed-back of these meas- 
urements to the creative process. 


Better Agency Research Needed 

To the agency of the future the follow- 
ing will become more important: . .. More 
dependence upon creative and market re- 
search to justify the recommendations 
which in the past were largely made on 
undisciplined judgment. The challenge 
then will be for agencies to make certain 
that their research is of the best, and 
that the research will be properly under- 
stood and used. This will be one of the 
really big challenges facing the agency 
of the future, since in the past much of 
agency research was superficial and un- 
reliable; and the climate in which it 
was presented for use was far from con- 
ducive to its understanding—iet alone 
use. 

It will mean at the same time that, with 
the expanding tools of research, we must 
expect revolutionary breakthroughs in 
research’s ability to give creative people 
new insights about behavior and motiva- 
tion which will be used for developing 
new hypotheses about advertising, and 
which can be actually pre-tested at rel- 
atively low cost before they are finally 
used. This joint process will assure us 
that we will thus gradually improve the 
quality of creativity over-all and at the 
same time minimize the risk of choosing 
the wrong creative platform for actual 
use. This step will go a long way toward 
justifying the agency creative and mar- 
keting platform. 


® Another agency responsibility which 
the marketing concept will produce will 
be the need for integration ... Research 
will not do management’s basic function 
of integrating the many alternatives into 
a total unified and coordinated whole. 
This will still be the basic responsibility 
of disciplined imagination. This will come 
from a deep respect for facts and their 
meaning, but also from the respect for 
the need to use these facts for both guid- 
ance and support. 

Out of this need for integration the 
agency will gradually proceed toward 
the client’s marketing plans concept it- 
self. The marketing plans concept as ap- 
plied to the agency will be the same rigor- 
ous statement of facts, objectives and 
programmings as that stated in the cli- 
ent’s counterpart. It will be for the agen- 
cy what the client marketing plan is for 
the client. In fact, it is inevitable that 
the client marketing plan and the agency 
plan will be joined together to make cer- 
tain that we have this total integration 
of direction and of effort. The agency 
share of the marketing plan is a logical 
evolution from the client’s marketing con- 
cept. 

To assure integration it should be 


jointly worked out with responsible client 
and agency planners. It should be ex- 
plicitly tied in to client’s objectives. It 
should be the basic blueprint for the 
agency recommendation and for agency 
tactics. It should be thought through 
prior to actual agency work. And the 
agency recommendations, regardless of 
whether they are in copy, in media, or 
in promotion and merchandising, should 
be tested by the informed judgment of 
objective planners (together with what- 
ever research is necessary) before they 
are presented to the client and before 
they are actually implemented in the 
market place. 

Finally, to make certain that the agen- 
cy of the future learns from its successes 
and failures—there will be more and 
more effort to measure the results of ad- 
vertising, of promotion and of merchan- 
dising. This will again be a research 
function as far as gathering evidence is 
concerned, and of the top planners as far 
as assaying this evidence of performance. 
This feedback of results to the respon- 
sible levels of account planning and work 
will produce an intellectual training and 
a strengthened creativity which will go 
far to increase the professional com- 
petence of the advertising process. 


Marketing Concept Will Help 
Profits, Account Stability 


What will this mean to the agency? It 
should mean greater income, as it can 
show the increased productivity from ad- 
vertising. It should show greater profits 
as it can increase the efficiency with 
which disciplined creativity can work. It 
should show lower account turn-over 
since feedback produces an almost au- 
tomatic corrective to errors before they 
become massive. It should mean the 
progressive professionalization of our 
business by producing tested principles 
and maxims which appear to be the pre- 
cepts of all professions. 


® This will not come immediately. It will 
come spottily. It will come at a differ- 
ential rate in different agencies and in 
different businesses. This is because of 
the inherent lags in our culture and in 
our institutions. The sociologists fre- 
quently estimate one or two generations 
from the development of a great scientif- 
ic theoretical truth, to the time when it 
becomes generally accepted in the aver- 
age community. We have today clear cut 
evidence that our advertising and mar- 
keting is in a period of strong transition. 
And transitions are always stormy and 
cloudy, full of eddies, whipsaws and con- 
fusion. 

This is not unlike an analogy from 
meteorology. When a cold front and a 
warm front are in collision, we are cer- 
tain to find meteorological turbulance. 
Taking this analogy to our business, 
when the old order and the new order 
are in vigorous contact, we are bound to 
find turbulance until a new equilibrium 
is established. I commend to you that in 
this new evolving equilibrium the mar- 
keting concept will be the dominant mo- 
tif—but that in this motif the great chal- 
lenges to agencies will still be in the field 
of advertising communication—the his- 
toric role of the agency. + 


Looking at Radio and Television... ~ 


Agencies Face Barter TV Decision « 


By the Eye and Ear Man 

The threat of an infringement on the 
prerogative of the advertising agency to 
collect 15% commission on all television, 
including package programs and spots, is 
about to come from a brand new source 
hitherto not reckoned with. It is the 
package producer who is currently ac- 
cumulating spots from stations in ex- 


change for programs. 

Because of the inability of a station 
to put up big money for either feature 
films or half-hour syndicated films, the 
vendors of these commodities have tak- 
en run-of-schedule spots in lieu of dol- 
lars. 

As treated in this column several 
times, these spots have been widely of- 
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shouldn’t you? 


going to see a dealer. 


How about you? # 


What About Price? 


Now—Schick Powershave leads a double life! 


a 
RY 
SCHICK auto/nome POWERS 


It is likely the controversy will never be settled—and certainly our minuscule 
comment won’t solve it. But here it is again: When you announce a new prod- 
uct and do a particularly good job of selling its features—as this Schick ad 
certainly does—should you give at least an inkling of what the price is, or 


Arguments in support of the negative include the logical assumption that if 
a person is sufficiently interested he’ll look up a dealer just to find out whether 
or not he can afford it, and then the dealer will have him in his power. Or that 
it is the job of local, retail advertising to list the price. Or that listing the 
price, if the price happens to be high, will discourage a lot of people from ever 


Arguments in support of the positive include the equally logical assumption 
that, if the ad is sufficiently intriguing, the reader should be given the oppor- 
tunity to make up his mind then and there—which he can only do after he 
knows whether or not he can afford the item. Or that disclosing the price 
helps “hold” it—or makes more dramatic a cut price. 


It is entirely possible that showing a price loses a number of potential pur- 
chasers. It seems to us, however, that these people would be difficult to sell 
anyway, even after they got to a dealer and learned the bad news. As for us, 
we'd rather go to a dealer with our mind already made up—which state we 
can only get to after we know what it’s going to cost us. 


—— 


fered by these promoters to agencies and 
to clients. An alleged dealer in these 
spots has been International Latex; this 
is logical, since it has been closely asso- 
ciated with a company selling feature 
films and well known as a tv barterer. 


= Most agencies and clients have sniffed 
at this bargain (over 50% off) and 
shunned it because of the by-passing of 
the reps, the hard job of checking spots, 
and the unwillingness to do business with 
these promoters. Of secondary impor- 
tance is the fact that the agency either 
took a fee at card rate, half rate, or 
nothing. 

Since those early days, the sellers of 
film have accumulated many millions of 
dollars’ worth of due bills in the form of 
spots. They are now pressing to get rid 
of these spots and the agencies must 
either climb aboard or accept the fact 
that they will be by-passed and their 
clients will be solicited directly—and 
much more aggressively than they have 
been hitherto. 


The prime targets for the drive first 
will be several advertisers, who are 
known not to pay commission for talent 
on certain kinds of package shows for 
television—namely any show not created 
by an agency, which is tantamount to 
saying all shows. 


s A packager is going to approach these 

advertisers with a program made for 
network or syndicated use. He will price 
it at a top market price. Chances are it 
will be a fairly good program on which 
he expects to get at least his negative 
cost back on the first runs. In order to 
make the deal more palatable, he will 
throw in ten or more spots a week on 
many stations. The advertiser can get 
more if he bargains a little. 

The vendor will offer to clear time as 
well as package the show. He will also 
be prepared to do all the physical work 
of integrating commercials. Indeed, he 
will have a studio ready to make the 
commercials at a bargain package price. 
He even has writers available to write 


oe @ 2 2 2 8 8 fe at @& tt a 


a. a) ann ae oe ee. a. eS 


i im, Pe a "a a xX ya Ea ano oe me ‘ * eile Vo ae 4 Panew’ ; - cx fe = 
se ee 
x 
ce 
; 
: a ee £ 
| 
’ e 
’ ee 
4 cxapuninmpuaniiasanaaaenmiienastieisagialtappmenimanpamainineinimmatatasiiint = 
2 ¢ 
beta LG 
? J - + 
sf ra Mi e 
ii eae 
re ' 
ae . mar 2 
eee po ge . 
pees ag P 
Son) 
eS Ai f 
Bi me y : 
i ST . 
ie ae 
aise ey = ft es : 4 
yg Sires eer 
bye: fon 
eres on 4 - 
eg ae - Siang 
eee wae ie A a ae 
= ¥ 2 a ‘ oS ae : i 
ry. ss nail ee —s ' 
pete En oe = : * Te eh, t 
ea . oy : oa i ae o { 
tie ee a i eae “ae —- 
Pee nates “Si ee ee - | | 
ae a ta ; : #4 ae + i 
i : ‘ : eee — i 
2 Pea he R ‘ j 
ra ot ie a : 
aR i, oo ‘ 
eae LS f i 
es > . Pit ‘ 
ee a sora ‘ | é ey * | 
le Teer ee ,/ 7 | 
ee. oy os 
ihren y | 
bas | 
Sie on HAVE 
eins jaee ; } 
Speed "BOE esrtne mem: avTAADORE romEsan sarah ‘ 
or Aa inant-ap ilies oom One Ss tases - pomp 
ssi ht A.i-+ =o —S— 
We Aseaa ie. - “ idan ¥ > 
Pa: ecsomeT INF i% 
hes oF . ‘ wy Sas wat eet F 
Cae , 
: ’ 
+} 
= ta, 3 < 
a SC é 
. en A } F 
(a ae : 
aa 
ig te | 
AR Se | ; 
c ee | 
ay } 
: — 
: | 
Dieux : 
ee : i 
Pane | | 
AGERE - oe 
; 
al : f 1 
as Ag 
Aue <i ‘ 
“ge ) 
2 ines i ' 
ee | 1 
anaes) i 
oa Ee 
ee ( 
ae 
; m ¥ 
oh 4 
ye 
ee - . 
fo rm . Bi 
4 Sag - 
ae ’ 
on i 
ie : ‘ 
it 4 : 
». > Be } 
et EE f 
on i 
1 hy it 
ee a » . 
: ee ” | ! 
| — 
ee 
a | 
ae a j 
| eS Hf 
sy 
a a 
at | 
Bars 
ie 
oy ae 
i beet ' 1 
ores £ ; 4 } 
Bia? 
ae = ! 
ieee v 
er ye ey bale tines site gh Se a ae ee hg 7 oe Saar ee j ? é Sar A m ; } ‘ - "y 
eae eo sea TASS goo OE Dore 3 gsr ee pel 0S. creek aes RS 2). at St ens gt el SERED Em SEE fee ae fe ete DEM Pie so Sage es nan a Pe vias pie Se eee eee P : Sassi i; 
ee ~ Ar Se nia Bee ; + ee a 1 
a, tom , a ieee sake ook 
Me! tow «ge eee Gate ae 
seme, ae Pe Me ee ee ; aie sys tag se ae De 3 
Pe aes Sie ne Be TRL hati ot ENE a Ta INN, ee caer en ie as a ee as a Bite at (oe oem 3g ns oa 
ee ie is Bg We ae jaa eat Ship et WAS ps Neg ee ae a ee ek eR amas ANA = tol, a 


— 


Advertising Age, July 28, 1958 


them. Good writers, experienced and im- 
aginative, with some agency experience, 
are on most movie company staffs now. 

Is this so bad, thinks the rough wheel 
and dealer? With his pencil and paper he 
figures that he saves not only the com- 
mission on the show, which may run 
him normally as high as $300,000 a year, 
but he gets at least that much in spots 
and maybe much more. As times get 
tight, and as the treasurer asks the boys 
in the marketing division to cut back, 
this proposition becomes more and more 
attractive. 


s After a while the practice will spread 
to other advertisers besides those that 
are leaders in the drive to cut back agen- 
cy commissions on package shows, be- 
cause even the best agencies sooner or 
later must make adjustments to the de- 
mands of major clients to revise the 
commission system. And even the bluest 
chip clients cannot disregard an improve- 
ment in a way of doing business that re- 
duces the cost or stretches the advertis- 
ing dollar. 

If the advertising dollars that are com- 
missionable remain constant and _ the 
agency can re-invest the savings in fully 
commissionable advertising, there will be 
little doubt of the future of this system. 


On the Merchandising Front... 


But most companies will count this as 
saved dollars, rather than dollars to be 
re-invested. 

The point of this George Orwell type 
discourse is to warn alert agencies that 
spots are being accumulated by some 
very sharp men who must use them as 
commodity dollars to survive. These 
men will do everything possible to con- 
vert them into cash. Make no mistake 
about that. Also they are making new 
product which they must pay for. 


® The agency must take another look at 
these discounted spots. The practice is 
increasing, rather than dying out. Re- 
gardless of the station rep and his im- 
portance to the advertising agency, this 
is becoming a war of survival. Sentiment 
may give way to business reasoning. 

Some agencies think it’s time to be- 
come aggressive. The spots exist. They 
are a good advertising value. They say 
the package can be negotiated ethically 
and with good will all around if a positive 
approach is taken. 

Many believe the best agencies will 
soon be dealing in bartered spots. They 
will be given credit by their clients for 
stretching the advertising dollar. If they 
don’t, they may soon be asked why they 
haven’t considered this new technique. + 


A Plea for More Advertising 
by a Merchandising Man 


By E. B. Weiss 


Fundamental forces are being generated 
in the market place that suggest quite 
forcefully a basic need for a larger per- 
centage for the advertising budget. These 
fundamental changes have nothing to do 
with the current reces- 
sion; instead they are 
concerned with what I 
consider to be long- 
term trends that have 
little relationship to 
the up-and-down- 
swings of the economy. 

Now I am fully 
aware that the moment 
an advertising agency 
man takes this position 
he is charged with a bias based on person- 
al gain. And this could very well be. The 
profit motive tends to drive us to ration- 
alize arguments that somehow always, or 
almost always, lead to one’s profit objec- 
tive. 

But having confessed that my reason- 
ing may not be entirely unsullied by prof- 
it objectives, suppose we proceed: 


E. B. Weiss 


e 1. Currently, I believe that major re- 
tailers are capturing more dominant po- 
sitions in their marketing areas more 
rapidly than is true of most manufactur- 
ers. Retailing has become big business. 
It is becoming still bigger business fast- 
er, faster, faster. And the percentage of 
total volume done in certain areas by 
some chains, especially in their major 
merchandise categories, is almost stagger- 
ing. We have some 100 major retailers 
who account for 50% and more of the 
total national retail volume in one major 
merchandise classification after another— 
sectionally, the percentage of concentra- 
tion is frequently considerably higher. 

Clearly, the stronger the retailer be- 
comes in ever-widening territories both 
geographically speaking and merchan- 
dise-wise, the less dependence he places 
on all but the few most powerful brands. 
I believe there are fewer brands vis a vis 
the giant retailer today than there were 
only a few years back—bhecause, as I’ve 
said, the giant retailer is mushrooming 
faster in territorial strength than can be 
said for most manufacturers. 


e 2. As the retailer becomes larger, he 
goes in more for his own controlled 
brands—certain classifications excepted 
(although it is to be noted that Sears 
does pretty well with many hard goods 
which, presumably, would be one of the 
exceptions). These are not unknown 
brands. They are locally advertised. They 
get choice display position. 

They represent excellent values—too 
often, better values than competing 
brands of manufacturers. They may get 
more advertising locally than most man- 
ufacturers’ brands. They will be picked 
off shelves just about as readily by the 
shopper as most manufacturers’ brands. 

These controlled brands of the retail- 
er are, at least in a few categories, 
winning deeper shopper penetration 
than many manufacturer brands. This is 
a vital point. It argues strongly for more 
—as well as more effective—advertising 
by the manufacturer, because only ad- 
vertising can win out against the ad- 
vantages that the store-controlled brand 
obtains as the retailer’s favorite. 


e 3. The retailer is broadening his re- 
quests for allowances; deepening and 
broadening these requests. The more 
competitive a market becomes, the 
stronger the negotiating position of the 
large retailer. Markets appear to be be- 
coming more competitive. 

It seems undeniable that the retailer’s 
bargaining position with respect to al- 
lowances has gained more in the last 
year than in almost any previous year 
over the last decade. If this trend con- 
tinues, it will reach a point where the 
manufacturer’s advertising budget will 
be undermined; and then a vicious down- 
ward circle in brand standing for the 
manufacturer has begun. That process 
is already in evidence in certain manu- 
facturers’ brands. 


e 4. Selling by manufacturers’ salesmen 
is at low ebb. Few manufacturers have 
succeeded in truly shoving personal 
selling by their sales force into high gear. 
These efforts must continue to be made. 
And in more and more instances, as the 
problem is recognized, the status of per- 
sonal selling by manufacturers’ field 


forces will improve. 

But even with improvement in this 
respect, there is every reason to believe 
that in too few instances has advertising 
been increased in dynamic power to a 
point where it effectively balances out 
the drop of several decades in personal 
selling by manufacturers’ field forces. 


e 5. The vast similarity in merchandise 
—in construction, in features, in pricing, 
etc.—especially in advertised brands— 
shows no signs of being reversed. On the 
contrary, as the scientist gains control 
over product development, and clearly 
he is in control, these similarities in mer- 
chandise will multiply. This is because 
science tends to move forward uniform- 
ly in a straight line—a point that has 
seldom been recognized. 

Obviously, merchandise that is similar 
compels both more advertising and ad- 
vertising that is more persuasively dis- 
tinctive. 


e 6. Automation in production will make 
it more expensive to make model chang- 
es. So will other factors—labor costs. We 
see what has happened in the automo- 
bile industry, where every second year 
advertising is being called upon to sell a 
“trimmed up” model as a “brand new” 
model. If anything, the auto makers 
tend to spend less in the off-model year 
than they do in the new model year, 
which hardly helps stimulate volume for 
the trimmed-up models. 


e 7. The continuing ebb in floor selling 
in retail stores; the continuing spread of 
self-service and self-selection to more 
and more merchandise categories; the ul- 
timate development of vending machine 
retailing; the broadening disposition of 
the shopping public to buy more and 
more lines impulsively; the horrible loss 
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of volume during those few peak hours 
in which most mass retailers account 
for well over half of the week’s busi- 
ness; the fewer and fewer shopping trips 
made by the public—all these develop- 
ments put a greater burden on advertis- 
ing. It is highly questionable whether 
the advertising budget has increased as 
rapidly as the demands made upon brand 
status by these developments. 


e 8. The vast increase in the total num- 
ber of brands; the vast increase in mass 
communications; the vast increase in 
the competition for the public’s mind— 
these, too, play dynamic roles in com- 
pelling upward revision in the advertis- 
ing budget. 

I could go on, but the arguments have 
been stated before by others and by 
me. But now I would like to add one 
more point: 

I propose to remark that it appears to 
me there is too much of a tendency to 
put the burden for more effective move- 
ment of brands on to the shoulders of 
that vaguely-defined force called “mer- 
chandising.” Perhaps as a merchandising 
man I should welcome this development. 

I don’t. 


= The advertised brand needs more ad- 
vertising to a much greater extent than 
it needs more merchandising. It also 
needs better advertising and, of course, 
better merchandising. 

But, basically, I think the percentage 
for advertising has crawled upward most 
reluctantly, while powerful socio-eco- 
nomic forces have dictated the utter ne- 
cessity for a powerful upward surge in 
brand status. 

And a powerful upward surge in brand 
status can seldom be achieved except by 
a combination of more advertising and 
more persuasive advertising. # 


Mail Order and Direct Mail Advertising ... 


The Most Important Item 
in Your Direct Mail 


By Elon G. Borton 


Early in his use of direct mail, the 
~eginner will find from his tests one im- 
portant rule. Later he will accept it as 
the most important rule. 

The essential factor in any mailing 
(after making sure that 
your product is good, 
your price is right, and 
your list is okay) is 
not the appearance or 
physical form of the 
mailing. All the other 
factors—kind of print- 
ing, color of paper or 
envelope, fill-in, post- 
age that you use, day 
of mailing, etc.—all of 
these are not as important as one other 
thing. 

The godfather of direct mail, Homer 
Buckley, has often said that this one 
element is responsible for 90% of the 
success of any direct mail piece and all 
the other factors are only 10%. It is what 
I like to call the “personality” of a mail- 
ing and what Mr. Buckley calls the “soul” 
of the mailing. 


Elon G. Borton 


a What does the mailing say and how 
does it say it? What is your attitude when 
you prepare it, and how much of that 
attitude do you get into believing sin- 
cerely that the product advertised will 
really benefit? 

This attitude of the writer is much 
more important than the mechanics of the 
mailing. I have seen, and you have, too, 
some very crude letters—crude in English, 
in appearance, in all the elements you 
and I usually judge letters by, and yet 


they have been effective because the man 
who wrote the letter and prepared the 
mailing had the right attitude toward his 
prospect and about his product, and the 
reader sensed that attitude and was sold 
by it. 

Some years ago I saw this theory tested 
rather thoroughly. We were sending out 
a mailing of a proved piece to a list of 
90,000. It consisted of a letter folder in 
two colors with an envelope dressed up 
accordingly, an order blank and a return 
C.O.D. addressed envelope. It had been 
tested several times. 


s My assistant said, “I have a conviction 
that all this effort we put on dressing up 
a piece is partially wasted; that, after all, 
the prospect is primarily interested in the 
message we have to give him. I would 
like to put that conviction to a test.” 

So we took a plain piece of cheap card- 
board (almost like old-fashioned butcher 
paper) and printed the essential facts of 
the offer on one side and scribbled the 
man’s address on the other. We sent with 
it no order blank and no return envelope. 
The recipient had to go through his old 
files for a former order blank if he still 
had one; he had to dig out his own en- 
velope, address and stamp it, and send it. 

Obviously the dressed-up, complete 
mailing pulled better results percentage- 
wise, although not very much better. But 
in actual returns for cost the simple mail- 
ing was well ahead. 

This was but one test of many which 
have indicated the same rule. Your mes- 
sage is the most important factor in your 
mailings. Make sure of it first and then 
add the mechanics for their plus value. # 
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Salesense in Advertising .. . 


- 3 How fo Create a Favorable Product Image 


Chevy?” I asked her. 


before she replied. 
you. I know next to 
nothing about automo- 
biles. I know it’s gas- 
oline that makes them 
run, and that’s about 
all. I think the answer 
to your question is 


faith.” 

“Faith?” I said. 
“What do you mean by 
that?” 


“I mean confidence 


By James D. Woolf 
Advertising Consultant 
The other day a friend of mine bought 
her first car, a 1958 Chevrolet. 


She frowned thoughtfully for a moment 
“I really can’t tell 


maker. But it is, in my opinion, a power- 
ful contributing factor. Hurtful to the 
creation of a favorable “feeling” are: 


e 1. Advertising that is undignified and 
offensive in matters of decorum and good 
taste. 


e 2. Advertising that seeks to disparage 
competitive products. 


“Why a 


e 3. Juvenile advertising that underrates 
the intelligence and common sense of the 
consumer. 


e 4. Loud-mouthed advertising that over- 
sells and attempts to high-pressure the 
reader or listener. 


e 5. Advertising that is too incredible to 
admit of belief. 


James D. Woolf 


e 6. Advertising that promises more than 
the product can deliver. 


e 7. Advertising that tries to be funny, 
clever, and cute. 


in the Chevrolet company and in the 
General Motors Corp. How did I acquire 
such faith? Why, specifically, do I believe 
in the know-how and integrity of General 
Motors? I cannot tell you. It’s just a feel- 
ing I have, and I don’t know how I got 
i ag 


e 8. Advertising that is braggadocio and 
noninformative. 

There are many companies about which 
the public has a favorable “feeling.” I 
believe that their advertising deserves 
a great deal of the credit. It has been 
consistently dignified, honest, credible, 
informative, and in good taste. Repro- 
duced here are several typical advertise- 
ments of companies which, in my opin- 
ion, enjoy a favorable product and cor- 
porate image. + 


® This vague thing my friend calls “feel- 
ing” is, I believe, what we mean when 
we refer to product or corporate “image.” 
A favorable public feeling is a priceless 
asset to those companies that possess it. 
It is the motivating force behind the pur- 
chase of millions of dollars’ worth of 
merchandise every year. 

Advertising alone is not an image- 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IUL., for “Salesense in Advertising,” available on five days’ approval. 
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Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in 
creative advertising and advertis- 
ing training.) 


I have forgotten the old maxim in- 
volving “for want of a nail the shoe was 
lost,” etc—showing at the end of a long 
sequence of events that a great battle 
was lost due to the insignificant failure 
of a horse-shoe nail. 

The writer was an individual of pre- 
science, 

Look at the top ad shown here. 

Despite its good looks and the “profes- 
sional” talent that went into its creation, 
it is a horse-shoe nail that fails. 

If we had the power to follow through 
the economic chain of events that might 
be set loose by the failure of an ad like 
this, admen and women would take their 
business more seriously. 


= Not many men wear $15 alligator belts. 
The reason is not that a belt worth $15 
cannot be made. The reason is that 
America’s salesmen—oral and in print— 
are largely washouts. There is great val- 
ue in a superb belt. I have worn such a 
belt for over ten years—with some 
changing off, of course. But I keep re- 
turning to that same old magnificent 
specimen of American hand and ma- 
chine “craftsmanship” that pays divi- 
dends in good feeling and pride. 

The belt in this picture—$15—Do you 
know what they say to “sell” it? All they 


Pete, a 


Advertising Age, July 28, 1958 
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say is “Black alligator belt with silver- 
plated buckle, brown with gold-plated 
buckle, $15.” 

Maybe a few women responded to the 
ad. 

But how many might have responded 
if someone had wanted to use the ad to 
sell fine belts, plus accessories? 

How many might have been sold if 
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8 LORD STREET, U.S.A. 


8 Lord Street is the heart of Clement's nationwide 
operation. It’s the management center—the idea center 
—of five extensive plants producing the best possible 
printing for national advertisers and publications. 

Planned ideas have activated the company’s growth 
since 1878. It shows in the high quality of Clement 
color printing ...in steadily expanding facilities ...in 
the knowledge and helpfulness of Clement salesmen 
...in your assurance of the finest printing where and 
when you want it regardless of the quantity ordered. 

It shows in the satisfaction of Clement customers. 


‘g 


245 ERIE ST., BUFFALO 


1800 WEST FULLERTON AVE., CHICAGO 


Whether your printing problem involves such items 
as catalogs, mailing pieces, package inserts, books, 
folders, periodicals or any other large edition printing 
job, remember that the Clement standard of quality is 
equally high in all five plants under common manage- 
ment at 8 Lord Street, U. S. A. 


dw Lbnut(, 


Manufacturers of Quality Printing 
Executive Offices: 8 LORD ST., BUFFALO 10, N. Y. 


SALES OFFICES: GRAYBAR BLDG., NEW YORK, FISHER BLOG., DETROIT 


SUBSIDIARIES: CLEMENT COLORTYPE INC., CHICAGO, PACIFIC PRESS, INC., LOS ANGELES, PHILLIPS & VAN ORDEN CO., SAN FRANCISCO 


4TH @ GERRY STS., SAN FRANCISCO 
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A‘LIL LE wD" 7 
MAKE ROUGHS on // 


this store had its buyer and ad depart- 
ment join hands to make possible an ad 
that really told people intelligently, in- 
terestingly, persuasively about such belts? 


# Do you know where the best alligator 
skins for belts come from? From baby 
alligators. Their hides are tough but pli- 
ant. They take a beautiful finish. And 
the best baby alligator hides are Ameri- 
can—not imports. Americans tan hides 
better. This belt is an American baby 
alligator. There is almost no wearout to 
it. 

You can’t use just any old piece of 
baby alligator. 

For a fine, supple belt, the hide 
must be just so—not from the roughest 
center back nor the soft belly. Every belt 
of this quality is from carefully selected 
strips. 

Ever have a belt give out at the stitch- 
ing along the edges? This belt will never 
fail you that way. It is not sewn to its 
lining. It is alligator, laminated to the 
finest, softest calfskin, cushion-padded 
for thickness in the middle. One of man’s 
greatest scientific achievements is the 
creation of adhesives that can make a 
smooth-as-silk unstitched edge like this 
permanent—as though the calf and alli- 
gator skins grew together. 

Most men don’t like a tiny narrow belt 
or a wide over-sized one. This belt is 
not as narrow as the picture shows it at 
the top. (But the ad doesn’t mention 
width or the scale of the picture.) 

The revise of the ad shows it actual 
size (before reduction). It’s an inch wide, 
tapered to % of an inch where a man 
bends at the waist—and where the belt 
shows most in the middle front. It’s as 
trim and neat as a piece of jewelry, and 
indeed the buckle is precious plated and 
precision cut. Compare it with the buckle 
on an ordinary belt and you'll see why 
it becomes a man’s permanent prized 
possession. 

The links that match the buckle are 
custom made for this purpose. They fit 
as parts of fine machinery fit—because 
they were made to fit. And over all, you 
have one of those superb pieces of mer- 
chandise a man is proud to wear—a belt 
a man sort of takes into his little private 


gallery of prized possessions. A belt he’ll 
like the feel and the looks of year after 
year. 


# A woman who isn’t too tightly budg- 
eted can buy a man a black one, and a 
brown one—and 10 or 15 years from now 
still receive compliments on her wisdom. 

Not many men will walk into a store 
and pay $15 for a belt. They feel they are 
pampering themselves. They feel a belt 
isn’t worth it. They have had experience 
only with cheap belts. 

If an ad could get men who buy in- 
expensive belts to try such a belt as this 
—they’d never be without a fine alliga- 
tor. That’s the way it is. They cost much 
more. They are worth much more. And 
all the time they are functioning as pants 
holder-uppers, they are giving off radi- 
ations of good looks and pride that are 
worth something, too. 


= Well, the point is, an ad with this 
much space could be made to sell a lot 
of alligator belts. It would likely be 
copied by many stores. Many more alli- 
gator skins would be required. There 
would be work where the links and buck- 
les are made. Calfskin would be con- 
sumed. 

In their small way these things woulda 
ali come to bear upon the stock feed in- 
dustry, the fencing business, upon mak- 
ers of guns and boats, and upon the 
trucking industry, and on the makers of 
dyes and polishes, and on mining, and 
so on, ad infinitum. 

Not so long ago I heard an adman as- 
sailing the harassed and hardworking of- 
ficials of the western nations. They were 
dumb and incompetent, he said. 

I quickly asked him ten questions 
about advertising. 

His answers indicated he was not a 
very smart or competent adman, but he 
wants people on whom his welfare de- 
pends to be efficient, smart, competent. 

Why should an adman who does his 
work indifferently and with no dedica- 
tion, expect people in other fields to do 
their work effectively and in whole- 
hearted dedication? The welfare of our 
economy, yours and mine, depends on 
this adman. 

One of the reasons I dislike weak and 
fractionally effective advertising is be- 
cause I love the freedom that prevails to 
an extent in this country, alone of all on 
earth. 

No man lives in a vacuum. 

As each drop of water added to the 
ocean displaces all the waters of all the 
seas, the good effort of each man bene- 
fits all men; the inefficiencies and errors 
and evils of each man augment the trib- 
ulation of all men. 


s When you write an ad for a pie, a pipe, 
a house, a hen, a dress, or a doll, it should 
be the best you can do—if you are hon- 
est. Not the best you can do left-handed 
or with half your mind. But the best you 
can learn to do with all your mind. 

No one can be expected to do better 
than his best. No one who is a good citi- 
zen should expect to do less than that. If 
it is your very best, to that extent you 
are part of the solution to this world’s 
problems. If it is slipshod and ineffec- 
tual, you are to that extent part of the 
problem for the rest of the world. For 
somehow we all pay for the shortcom- 
ings and the shortcuts of our fellows. # 


What They Were Saying 25 Years Ago... 


Col. A. F. Baumgartner, president, 
Thomas Koch Co., Cincinnati, addressing 
the Texas Press Assn. (AA, June 10, 
1933): 

“Certain merchants addicted to preda- 
tory price-cutting are advertising well 
known products at low prices, then using 
every artifice to induce the customer to 
take something else. This jungle war of 
price-cutting has been costing the na- 


tional advertiser millions of dollars a year 
in diversion of his customers to unknown 
lines.” 


American Lumberman, in an editorial 
on the eve of passage of the National In- 
dustrial Recovery Act (AA, June 10, 
1933): 

“Business today, as perhaps never be- 
fore, needs the vitalizing force of adver- 


tising and it would be a grievous mistake 
to take it for granted that, because indus- 
tries are to operate under government 
restrictions on production, the business 
will come of its own accord and without 
the inducement of well planned promo- 
tion and selling.” 


Charles F. Kettering, research director, 
General Motors, addressing the Adver- 
tising Federation of America convention 
(AA, July 1, 1933): 

“People don’t buy on economics but 
because they want something. They are 
impulsive, and when they buy things they 
want, they’re just being human. Adver- 
tising does a large part of the job of in- 
spiration that makes people want to buy.” 


Advertising Age in an editorial (AA, 
July 22, 1933): 

“During the early part of the depres- 
sion the only successful merchandising 
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formula seemed to be: Make it better and 
cheaper. Because of the marked change 
in the business situation which has de- 
veloped of late, the formula has had to 
change with it. And since higher prices 
are a necessary part of the picture, ad- 
vertisers will be interested in knowing 
that outstanding successes are being won 
by those whose system now consists of 
making it more attractive, advertising it 
better and selling it for more.” 


A new Indiana tax regulation, provid- 
ing for a tax on advertising (AA, July 22, 
1933): 

“Gross receipts from persons engaged 
in advertising, display of bulletins, posters, 
commercial signs and radio advertising 
will be considered under the same classi- 
fication as advertising in newspapers, 
periodicals and magazines and tax on such 
gross receipts will be imposed at the rate 
of % of 1%.” 


Let’s practice with a storyboard for 
live tv. (Real people, not anima- 
tion.) You try something different 
from these sketch-ideas. 


To Sell: A new service that cleans 
rugs via high-frequency sound waves. 
(Never heard of it? Neither did we— 
but let’s try for the sale.) 


1. We have to have an announcer. 
Let’s have him do something from the 
word go. Is he striking a tuning fork? 
Is he blowing a whistle that only a 
dog’s ear can hear? Draw him in ac- 
tion. 


2. Announcer’s beginning pitch leads 
into “rugs cleaner than new—because 
they’re cleaned by sound waves that 
remove even factory lint.” Draw a gal 
exclaiming over her newly-cleaned 
rug. 


3. Here we go scientific. This story 
needs “nutzenboltz.” Figure out a 
means of showing sound waves clean- 
ing the rug and expelling even fac- 
tory lint. 


4. Back to announcer. New pitch: 
“New process costs less than ever, so 
you get the benefit. We’ll clean a 9x12 
rug of any weave for $2.50.” 


5. Finish the board. In these and other 
necessary descriptive panels, draw the 
crucial action. 


* * * 


Now—did you learn anything from 
your efforts? Wouldn’t you feel better 
seeing your art partner with a story- 
board like the one you’ve done than 
with a vague idea? 

Finally—let the artist show you what 


he can do to make your board “come 
alive” even further. 


Ideas for Doing a Live-TV Storyboard 


Even crude roughs can help weed 
out impossible or 


Next Lesson: “How to Live with the Art Dept.” 
Plus: “Variations on the Stick Figure Theme” 
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Youu start with an exceptionally good product. For 
instance: Dean’s Country Charm Cottage Cheese. 


Then you develop a distinctive advertising cam- 
paign, such as the Dean Milk Co. built around a series 
of paintings of rural scenes by noted artists to create 
the Dean “Country Charm” brand image. 


Then place your advertising where most Chicagoans 
will see it—in the Chicago Tribune Magazine Section. 


Consistent use of color advertising in the Sunday 
Tribune has helped Dean triple its share of cottage 
cheese sales in the Chicago metropolitan market—move 
from 4th to 1st place in just 4 years. Another demon- 
stration of the Tribune’s unique ability to carry an ad- 
vertiser’s message to the great Chicago market! 


The Tribune reaches more families in Chicago and 
suburbs than the top 7 national weekly magazines com- 
bined. More than 6 times as many Chicagoans turn its 
pages as turn on the average evening TV show. 


Last year advertisers placed over 51 million lines of 
advertising in the Tribune—over 29 million more lines 
than they placed in any other Chicago newspaper. The 
Tribune works best for them in Chicago—why not see 
what it can do for you? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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Washington 


. what's your audience? 


Dealers, jobbers, 
salesmen, service- 
men, prospects? 
With a motion pic- 
ture you can talk 
to any audience 
. » » Warning: se- 


lect an experienced producer. 


Atlas Film Coperatien 


|\Celebrity Appoints Zubrow 

Celebrity Belt Co., Philadelphia, 
has appointed S. E. Zubrow Co., 
Philadelphia, its advertising and 
marketing counsel. Trade publica- 
tions, spot radio and tv ads are 
|planned. The company has no 
| previous agency of record. 


Valley Transit Joins NATA 


Valley Transit Advertising Co.,| 


| Wheeling, W. Va., has been elect- 
led to membership in the National 
Assn. of Transportation Advertis- 


| ing, New York. 


big 


ART STUDIO @ TYPE SHOP @ SILKSCREEN @ BINDERY @ DISPLAYS 


Year by year 
our lead in Boston 
grows 


960,780 LINES* 


The Herald-Traveler 


is first choice — by far with national advertisers, because it gives 
them the Big Bulk of Boston's buying power . . . particularly in the 


we're 


So /f YOU need a 
Presentation, 
brochure Or Aisplay 
with some 9's in it 
OF even 3's or 20's 
be sure to Ca// 
Rapid Art Service 
at MU 3-8275. t's at 
304 Fast 45th St. 
New York 17. 
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20% of Negro 
Families Plan ‘58 
Car Buys: ‘Ebony’ 


| 


_ Big Auto Makers Gain 
| Ground in Negro Market, 
| Magazine’s Study Shows 


Cuicaco, July 23—More than 
20% of Negro families plan to buy 
lears in 1958, and, of this group, 
185% plan to buy new cars, a new 
study representing a sample of 
| subscribers to Ebony indicates. 

The study covers 917 question- 
|naires returned by Ebony sub- 
| scribers in the 16 major markets in 
|which Ebony’s circulation is con- 
| centrated. 

80% of the families represented 
in the study are car-owning fami- 
lies; of this group almost one- 
fourth (18.9% of the total repre- 
sented in the survey) plan to buy 
cars. Car purchases also are antici- 
pated by one in eight non-car- 
owning families (2.5% of the to- 
tal), the survey indicates. 


s Major auto makers have in- 
creased their domination of the 
|market at the expense of smaller 
/manufacturers, a phase of the 
study showing current and previ- 


1956 
480,908 LINES* 
1st 6 months 


1957 
631,559 LINES* 


Ist 6 months 


1958 


Ist 6 months 
*Total paid, morning plus Sunday 


Boston ‘‘Money Belt’’. 


Represented nationally by: GEORGE A. McDEVITT CO., INC. 
New York @ Chicago @ Philadelphia @ Detroit @ Loos Angeles 


HAL WINTER CO., 7136 Abbott Avenue, Miami Beach, Florida 


Boston’s Basic Buy... 
Always Leading, Always Growing 


Special travel and resort representative: 


Negro Car Ownership by Brand | 
and Brand Family and by Cur- | 
rent and Previous Ownership 


Brand family Current Car Previous Car 
and Ownership Ownership 
Brand Number % of Number % of 
Total Total 
Total Reporting . 917 100.0 917 100.0 
Total Car Owners 750 81.7 656 71.5 
Total Car Owners 750 100.0 656 100.0 
ID Sishaveesecossiins 168 224 131 199 
Pe oieskoiennsiiitd 101 6135 «©8122 
Mercury .......... 54 7.2 «41 6.2 
| RE 1 1 0 0 
Lincoln ............ 12 16 0«10 1.5 
GEN’L MOTORS 381 50.8 316 48.2 
Chevrolet ........ a Wa Ws ws 
Pontiac .......... 73 wo = 8.1 
Oldsmobile 74 99 54 8.2 
a 74 7S FE. WS 
Cadillac ........ 31 41 2.9 
CHRYSLER .......... 164 - 219 199 31.1 
Plymouth ........ 55 73 «447 71 
ED occcscssrans 44 59 40 6.1 
OID... cccctniss 28 37 62) 3.2 
Chrysler .......... 33 44 29 44 
Imperial .......... a 6 2 3 
IIE veheumeyecnecee 34 45 70 107 
Studebaker 10 3. ww 2.9 
Hudson .......... 5 a 3 15 
Packard ........ 10 130 oS 2.0 
MeiSOF oecescsnee 1 et Bee 
IEEE caitavenseiin 5 a % 2.3 
ID ciceveoreninet 2 2 1 ot 
Austin... 1 1 0 0 


MISCELLANEOUS 
(none currently owned) 7 11 
(Crosley, Simca, 
LaSalle, Hillman, 
Volkswagen, Fraser) 
NOT STATED ....... 3 A 0 0 


ous car ownership indicates. 
General Motors makes, which 
constituted 48.2% of the respond- 
ents’ previous cars, now constitute 
50.8% of their present cars; Ford 


Advertising Age, July 28, 1958 


makes have climbed from 19.9% 
to 22.4% and Chrysler makes from 
21.1% to 21.9%. Cars made by oth- 
er manufacturers have dropped 
from 10.7% to 4.5%. 

Oldsmobile, Pontiac, Ford and 
Mercury, in that order, were the 
brands showing the best gains. 


s The survey also covers purchas- 
es of automotive products; among 
tire brands, Goodyear leads, with 
30.3% listing it as their favorite 
brand. Prestone is given top rank- 
ing among anti-freezes. 

Markets covered in the survey 
are Los Angeles, Atlanta, St. Louis, 
Philadelphia, Detroit, New Orleans, 
Dallas-Fort Worth, Memphis, 


| Washington, Baltimore, Pittsburgh, 


Houston, Cleveland, New York, 
San Francisco-Oakland and Chi- 
cago. 

The survey is obtainable from 
Ebony, 1820 S. Michigan Ave., 
Chicago. # 


Guard Joins McCann-Erickson 

Samuel R. Guard, formerly 
senior study director in the con- 
sumer research department of the 
Chicago Tribune, has joined the 


research department of McCann- 
Erickson, Chicago, as a_ senior 
analyst. 


Grocer Book Adds Section 
Progressive Grocer, New York, 
will publish a “fancy foods” sec- 
tion as a regular monthly feature 
beginning with its September is- 
sue. Advertising is sold in small 
space units at a base rate of $60. 


Russel] Kolburne Adds | 

Alco Ranch Washable Footwear 
Co., San Angelo, Tex., has ap- 
pointed Russell Kolburne Inc., 
New York, to handle its trade and 
consumer advertising. The previ- 
ous agency was Curtis Taulbee, 
San Angelo. 


Sylvester sees 


Red 


and “Hippity Hops” to new sales peaks! 


Sylvester Scott, Jr., juvenile market timebuyer, credits 
soaring client’s sales to WJAR-TV’s unique children’s pro- 


gram, “Hippity 
ample of WJAR-TV’s 


Hop, the Cartoon Cop” —a typical ex- 


highly effective creative approach 


to special programming. 


In the PROVIDENCE MARKET 


WJAR-TV 


is cock-of-the-walk j 
in creative programming! 
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What’s on yours? 


There’s a raft of laughter on TV in their area 
tonight, and they’ve got it firmly on their minds. 
They’re not going to miss it! 

For “I Married Joan”, with Joan Davis and Jim 
Backus, is now available ...a natural for the whole 
family to watch... including the family bread- 
winner, who’s had to miss the day-time showings 
up to now. 

Nothing sells better than laughter — and here 
are 98 wacky and ingeniously-plotted segments 
cram-packed full of laughs. Watch ’em, clock ’em 
—there’s a laugh a minute! 


NEW YORK, N. Y., 445 Park Avenue, MUrray Hill 8-2545 
DALLAS, TEXAS, 2204-06 Commerce St. 
GREENSBORO, N. C., 3207 Friendly Road 


For night-time showing... for strip showing 

. “I Married Joan” is a honey of a show, just 
right to make sponsors in your area awaken with 
interest. 


Call your Interstate Television representative about 
“| Married Joan” now! 


[Ein Bnite rs tate 


levision 


CORPORATION 


SAN FRANCISCO, CAL., 260 Kearny Street 
CHICAGO, ILL., Allied Artists Pictures Inc., 1250 S. Wabash Avenue 
TORONTO, CANADA, Sterling Films Ltd., King Edward Hotel 
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Will there be 
room here} 


for you ? 


If you hurry. 

Sponsors are rushing to participate in “Operation Daybreak” —the fabulous pack- 
age with which ABC-TV is making a major entry into the field of daytime pro- 
gramming. 40 quarter hours were snapped up in the first 10 days! 


The reasons are twofold: 
1. “Operation Daybreak,” with its unique plan for commercial dispersion, offers 


advertisers an opportunity to reach a maximum number of housewives — especially 
GET AGE housewives — throughout the day’s peak viewing hours. 


2. Because of the special rate structure available to advertisers who sign now, this 
tremendous number of viewers can be reached at the lowest cost-per-thousand in 
network T'V today. 


Easy to see why we're filling up fast. Easy to see, too, why your product should 
be in the package — while there’s still room. 


You get them at the GET AGE on abc-tv 
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PACKAGE DEAL—Forest Ranger Tom Honeycutt (left) and Jack L. 
Adams, marketing director of Langendorf United Bakeries, are 
shown here with an animated, talking edition of Smokey Bear. Lang- 
endorf is the first company to be licensed for a Smokey tie-in with 
Smokey Bear cookies—part of the proceeds from which are to be 
donated to fire prevention efforts. The 4° Smokey, which appears 
in supermarkets on the West Coast, is made by R. J. Mealey Corp., 
San Francisco, under license from the Department of Agriculture. 


THE SAGA OF SLIPPERY—The Free Press, London, Ont., got a lot of 

mileage out of the well-publicized travels of Slippery, an escapee 

from the local zoo. The newspaper got in another swipe in its cam- 

paign to have the Thames river cleaned up in this “Welcome Home” 

banner for the seal. Also, the Free Press reports, Slippery inspired 

48 columns of news, six cartoons, two editorials and more than 5,000 
lines of advertising. 


PHOTOGRAPHIC 
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144 
AFG 
BANK QUEEN—Ann Moorhead (left), representing the promotion- 
minded Citizens & Southern Banks in Atlanta, is crowned Miss C & 
S Southern by Jody Shattuck, last year’s Miss Georgia and runner- 
up in the 1957 Miss America contest. 


INVITATION—The “Feel the Differ- 

ence” theme on this animated dis- 

play will also be used by U. S. Ply- 

wood Corp. in consumer and trade 

advertising. Kenyon & Eckhardt, 
New York, is the agency. 


AO X 


PLAY—A variation of the theme “Knock on the Wall,” used by the 

Portland chapter of the Northwest Plaster Bureau for three and a 

half years, will be featured during the summer and fall in radio, 

outdoor and bus card advertising. The “Knock on the Ceiling” twist 

is used in comedy situations followed by the advice: “If you can’t 

knock on the ceiling either... you can accomplish the same effect 
by knocking on the wall.” Dawson & Turner is the agency. 


be sure it’s 


LATH & 
PLASTER ay 


pop-uPp—Glenmore Distilleries Co. is 

using a rights-itself replica of a 

whisky bottle as a new point of 
purchase piece. 


REGAL — Olive 
Queen Jacqi 
D’Elles crowns 
King Olive in 


observance of 

Spanish Green 

Olive Week, Aug. 
7-16. 


SANS TATTOO—Rex Scalley, vp of 
Publicidad Badillo, San Juan, is a 
Latinized version of the “Marlboro 
Man” in this ad, one of a series 
running in Puerto Rico. The agen- 
cy explains the absence of the tat- 
too by saying it has no “tattooed 
account executives” on its staff. 


SPANISH GREEN OLIVE WEEK 


HERD—Nylon fur and undulating shoulder, back and flipper “mus- 


GET GOETZ—Goetz gets across the correct pronuncia- 
tion of its name in this slogan in use in the Kansas 


one the slogan is used in displays, newspaper ads 
and commercials. Potts-Woodbury, Kansas City, 
City area. Besides ten painted bulletins like this Mo., is the agency. 


cles” make a realistic 3’ seal in these point of purchase pieces de- 

signed for Burgermeister Brewing Corp., San Francisco, by Paul 

Stanley & Associates. The seal, which will balance a big spinning 
beer can on its nose, is designed to top beer floor stackings. 
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... You can reach more prospects for less money with 

4-color advertising by using PUCK’S 11,000,000* quality 
circulation than you can reach in any other print 
medium. 


= . . . In 22 key, influential markets, PUCK’S mighty 
i color smashes drive your advertising home with tre- 
mendous sales and merchandising power. 


..- In PUCK, too, you surround your sales message with 

the most intensive of all reader interests, the irresistible 

appeal of the world’s foremost wholesome comics. 
*AB.C.—3/31/57 


PUCK BLANKETS AMERICA WITH MORE THAN 24,000,000 READERS OF THESE 26 GREAT SUNDAY NEWSPAPERS: 


ALBANY TIMES-UNION 
BALTIMORE AMERICAN 
BIRMINGHAM NEWS 
BOSTON ADVERTISER 


LOS ANGELES 
EXAMINER 


MILWAUKEE SENTINEL 
NEWARK STAR LEDGER 


( e CHICAGO AMERICAN NEW YORK JOURNAL- 
(Ga CHICAGO DAILY NEWS AMERICAN 
te DALLAS TIMES HERALD NEW YORK MIRROR 
DETROIT TIMES PHILADELPHIA 
FORT WORTH BULLETIN 
STAR-TELEGRAM PITTSBURGH 


SUN-TELEGRAPH 
PORTLAND OREGONIAN 


HOUSTON POST 
LONG ISLAND PRESS 


WHEN THE GOING GETS TOUGH, REMEMBER 
YOU GET MORE FOR YOUR MONEY 


XK. 


THE COMIC WEEKLY 


. In these days especially, judged by any sound 
standard of media evaluation, PUCK gives you more 
for your money. Invite the nearest PUCK representa- 
tive to tell you how .. . and why. 


Yours FREE This New Authority 


To know how to make each advertising dollar yield 
you maximum return, send today for FREE new study 
of the consumer life cycle applied to the measurement 
of advertising reader values. Ask us for ‘‘A Fourth 
Dimension in Print Media Evaluation.”’ Address, 
Dept. P, Puck, the Comic Weekly, 63 Vesey Street, 
New York 7, N. Y. 


SAN ANTONIO LIGHT 


SAN Phang poo 
EXAMINER 


ys POST- 
b, ohana 


“ ST. LOU 
GLOBE: ‘DEMOCRAT 


SYRACUSE HERALD- 
AMERICAN 


WASHINGTON, D.C. 
POST-TIMES HERALD 


WICHITA BEACON 


Baw 


THE COMIC WEEKLY 


63 Vesey St., New York 7, N.Y, 
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al ADVERTISING LEADERSHIP 


of the BUFFALO EVENING NEWS 


The excellence of its daily editorial production 
...its complete and comprehensive news report... 
its many features of interest to all members of 
the family... its abundance of pictures make The 
NEWS a great newspaper and a medium remark- 
able for advertising results. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. 
WESTERN NEW YORK’'S GREAT NEWSPAPER 


alanced Programming 
AYS OFF 

nation’s 

radio market 


What's happening in the Nation’s 28th Radio Market 
is pretty convincing proof that radio can be bigger and 
better than ever. 

Balanced programming at WPTF (Raleigh-Dur- 
ham) continues to produce smash ratings and capture 
a dominating share of the audience. Radio is a fresh, 
welcomed, and respected medium. WPTF advertising 
moves merchandise. 

The fare here is a happy blending 
of studio and mobile programs featur- 
ing established station personalities 
and the best from one of the great 
networks, N. B.C. 

As a result,WPTF has an audience 
record that is probably as impressive 
as any in the nation. For example: 

More North Carolinians listen to 
WPTF than to any other station. 

WPTF leads every other station in 
its 32-county Area Pulse every single 
quarter hour from sign-on to sign-off. 


WPTF’s share of audience in its 
32-county Area Pulse is greater than 
the combined total of the next three 
most popular facilities, including an 
11 station local network. 


Sell the News readers and you sell the whole 
Buffalo market of over 1,600,000 people. 


Write for new Market Data book National Representatives 


Share of Audience 
1958 
Area Pulse 32 Counties 


wP 


Hel fi 


50,000 WATTS 680 KC 
NBC Affiliate for Raleigh-Durham — 
and Eastern North Caroling 
_R. H. Mason, General Manager 
‘Gus Youngsteadt, Sales Manager _ 


ee Vee pe ee 


LOCAL 
NETWORK 


2nd STA. 3rd STA. 


Production, Use 
of Newsprint Still 
Declining: ANPA 


New York, July 22—The dip 
in the newsprint business contin- 
ues, with production and con- 
sumption both declining during 
the first half of 1958. 

The American Newspaper Pub- 
lishers Assn. has released fig- 
ures showing that member news- 
papers consumed 2,455,502 tons of 
newsprint in the first half of 1958, 
a reduction of 5.6% under the 2,- 
600,280 tons consumed in the first 
half of 1957 and 5.4% under the 
2,594,352 tons used in the corre- 
sponding period of 1956. 

ANPA estimates that total U. S. 
newsprint consumption for the 
first half of ’58 was 3,252,321 tons, 
compared with 3,444,079 tons in 
the first six months of ’57 and 3,- 
436,228 tons in the same period of 
56. 


® The Newsprint Service Bureau 
reports North American produc- 
tion of newsprint for the first half 
of ’58 was 3,932,075 tons, which 
was 344,927 tons or 8.1% below 
the historical peak of 4,277,002 
tons the same period of ’57. First 
half production in ’56 was 4,044,- 
325 tons. 

Average stocks of newsprint for 
all daily newspapers reporting to 
ANPA at the end of June were 43 
days supply on hand and six days 
supply in transit. At the end of 
June, ’57, there were 41 days sup- 
ply on hand and seven days sup- 
ply in transit. At the end of June, 
"56, there were 27 days supply on 
hand and eight days supply in 
transit. 

North American manufacturers’ 
stocks of newsprint at the end of 
June totaled 245,134 tons, com- 
pared with 211,435 tons at the end 
of June, ’57, and 139,292 tons at 
the end of June, ’56. 


# Simultaneously with the re- 
lease of these figures, the news- 
print information committee re- 
leased a statement saying that 
“For the first time in two dec- 


has reached 1,000,000 tons.” 
Newspaper advertising linage, 
the committee reports, “is off 
about 8% from 1957 levels and 
newsprint consumption is down 
about 6%, representing a loss of 
gross receipts for the producers of 
at least $25,000,000 so far this 
year.” 

Despite current conditions, the 


ades, the North American news-| 
|print industry’s unused capacity 
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committee says, “there is general 
optimism regarding the long-term 
outlook for the industry.” It 
quotes a U.S. Department of Com- 
merce report saying, “The condi- 
tions which have contributed to the 
leveling-off in newsprint con- 
sumption are of a temporary na- 
ture.” # 


FCC Gives Tentative Nod to 
WKBW-TV for Buffalo Channel 


The Federal Communications 
Commission has announced it has 
tentatively voted to give tv Chan- 
nel 7 in Buffalo to WKBW-TV Inc., 
a station controlled by Clinton H. 
Churchill, president of WKBW. 

If the action is ultimately con- 
firmed, it would reverse the rec- 
ommendation of Hearing Examiner 
H. Gifford Irion, who ruled early 
last year that the three-way com- 
petition for Channel 7 should be 
resolved in favor of Great Lakes 
Television Inc., owned by the Buf- 
falo Courier-Express and other in- 
terests. 


Ford Tractor Realigns Staff 

The tractor and implement divi- 
sion of Ford Motor Co., Bir- 
mingham, Mich., has realigned its 
advertising, sales promotion and 
merchandising departments. W. E. 
Butler continues as manager of the 
merchandising department, which 
now consists of two sections, sales 
promotion and merchandising. A 
publications and visual aids de- 
partment also has been established 
with R. B. Williams as manager. 
L. E. Birger continues as manager 
of the advertising department. 


Rogers Named Publisher 

Stephen Rogers, formerly pub- 
lisher of the Post-Standard, Syra- 
cuse, N. Y., has been named pub- 
lisher of the Syracuse Herald- 
Journal and Herald-American. He 
succeeds E. A. O’Hara, who has re- 
tired. 


Blumenstock Resigns as A.M. 


Sid Blumenstock, advertising. 
manager for Paramount Pictures 
Corp., New York, since 1949, has 
resigned, effective Aug. 1. A suc- 
cessor for Mr. Blumenstock will be 
announced shortly. 


WARWICK TYPOGRAPHERS 
920 WASHINGTON © ST, LOUIS 1, MO. 
Serving Clients in 43 States 


managerial ability. 


ative freshness and daring. 


PARTNERS WANTED 
FOR NEW AD AGENCY 


I am currently the top employed executive in a 4A ad agency. 
In the next few months I expect to open a new ad shop in New 
York with very substantial anticipated billings. I would like to 
share this venture with two or three other first rank people who 
have also fought their way to the top through creative and 


If you feel you can contribute substantial high grade billings 
and are dissatisfied with the limitations and problems of your 
present situation, this may be the chance of a lifetime for you. 


I am not interested in hearing from investors, or from those 
whose success depends primarily on the brilliance of others. 
My goal is to build the most dynamic young agency in New 
York, free of dead wood and mediocrity, crackling with cre- 


If you feel there is a place for you in this picture, please con- 
tact Mr. Jerry Fields, director of Jobs Unlimited, 16 E. 50th St., 
New York, PLaza 3-4123. Mr. Fields’ reputation for integrity 
and discretion will be our mutual guarantee that all inquiries 
will be held in absolute confidence. 
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for Less frills and more sales— that’s what you want for your 


advertising dollars these days. And one place to get it 


YOU is in Milwaukee. Here’s why— 


(1) The Journal gives you economical one-paper coverage of 9 out of 10 homes 


in the metropolitan area. 


(2) A total audience exceeding that of any ONE daily newspaper 


in all but seven markets in the nation. 


A /3) Average household income which tops all but four of the 20 largest markets. 


(4) Retail store sales per household exceeded in only one of the 20 
largest markets. 


(5) Current business levels which moved bank check transactions 


UP 2.2% in the first five months of 1958. 


circulation built without contests or gimmicks. 


THE MILWAUKEE JOURNAL National Representatives, O'Mara & Ormsbee, Inc. 
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BotA Reveals Plans 
for Industrywide 


Promotion of Dailies 


AsHEvitLtE, N. C., July 22— 
Charles T. Lipscomb Jr., presi- 
dent of ANPA’s Bureau of Adver- 
tising, who for months has been 
telling anybody who'll listen 
about the coming revival of news- 
paper advertising, has disclosed 
plans for an industrywide news- 
paper promotion program being 
set for next year. 

He told a joint meeting of the 
North and South Carolina press 
associations meeting here, “In 1959, 
for the first time, we are going to 
put into the newspaper program 
a national promotion selling phase 
which the industry has never be- 
fore attempted.” 

He said the BofA will work 
with other newspaper groups to 
“put together a series of national 
unified promotional events.” 


e Mr. Lipscomb on previous oc- 


PHONE NOW! 
~ MARKETS 


SNAPPED UP | 
EVERY DAY! j 


fabulous city in the world! 


York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 
Choice markets still available! 
Phone now! ~ Plaza 5- 2100 
Television Programs of America, Inc, 
488 Madison New York 22, 


_ 


Wire or e 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
market! 


ecasions has warned newspaper 
executives that (1) newspapers) 
are getting a decreasing. percent-| 
age of grocery advertising, (2) 
agencies think newspapers are too 
expensive to be their No. 1 na- 
tional medium and (3) too many 
advertisers think newspapers are 
purely local. 

Last week he asserted that news- 
papers haven't done a strong job of 
selling themselves to advertisers. 
But the new selling program, he 
said, was designed to correct this 


weakness. 

He also said that the BofA is 
planning “new and intensified ac- 
tivity in the field of advertiser 
and agency solicitation.” Further, 
the bureau “is already at work on 
new selling themes and new pre- 
sentations to carry the newspaper 
story individually to all important 
accounts in every national adver- 
tising classification.” 


® Conceding that newspapers 
have been weak in some areas of 


research, Mr. Lipscomb said the 
BofA will study media costs, 
|readership, newspaper audiences, 
advertiser and agency media- 
‘buying practices and consumer 
interest and buying action. 
Meanwhile, in New York, Dr. 
Howard D. Hadley, research vp of 
BofA, was named to supervise the 
bureau’s marketing and research 
departments, which have been 
combined into a single unit. Wil- 
liam G. Bell was named senior 
market research manager of the 
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new combined department, Leigh 
|Dimond was named consumer re- 
lsearch manager and Miss Flor- 
ence Olsen was named copy re- 
search manager. + 


Sterling Names Seicshnaydre 

L. V. Seicshnaydre, formerly 
New Orleans and southwestern 
branch manager of Republic Pic- 
tures, has been appointed repre- 
sentative in that territory of Ster- 
ling Television Co., New York, tv 
film distributor. 


eee sh cil Gin Oe ieee 


you shape up today ............ 


How well you ride tomorrow’s huge sales wave in the 
$41-billion Original Equipment Market is controlled 


Product Engineering The McGraw-Hill weekly magazine of 


by what you do foday. 


Right now, materials, component parts and finishes 
are being engineered into the new or improved prod- 
ucts of 59, 60 and ’61. Unless your product gets 
into these specifications, you face a stormy future 


in the OEM. 


Few, if any, industrial markets are so highly active: 
¢ 14% more will be invested in new product 


development this year 
e 19% of metalworking 


1961 will be items not yet in existence.* 


e 51% of metalworking companies are now 
working on new products ... many more are 
improving present designs.* 


than in 1957.* 
industry products in 


‘ 
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Esty Elects Morton VP 

Thomas M. Morton, an account 
executive with William Esty Co., 
New York, on the P. Ballantine 
& Sons account, has been named 
a vp of the agency. Esty also has 
named Mary Margaret Mullins, 
who formerly handled public re- 
lations for the New York World- 
Telegram & Sun, to its publicity 
department. 


Rogers, Cowan & Jacobs Splits 
Rogers, Cowan & Jacobs, Beverly 


Hills, Cal., will be dissolved as of 
Sept. 1. At that time, Rogers & 
Cowan Inc. and Arthur P. Jacobs 
Co. will again operate as separate 
entities. The two companies 
merged in September of 1957. The 
dissolution is “completely ami- 
cable,” according to the announce- 
ment. 


GE Boosts Belanger, Watson 
John W. Belanger, a vp of 

General Electric Co., New York, 

has been named general manager 


of the company’s apparatus sales 
division. A. A. Watson has been 
promoted to manager—marketing 
and assemblies and components 
sales in GE’s distribution assem- 
blies department in Plainville, 
Conn. 


Richard Tupper Elected VP 
Richard B. Tupper, director of 
marketing services of Design As- 
sociates, New York, has been elect- 
ed vp in charge of marketing 
services and assistant to the pres- 


ident. Before joining the company 
a year ago he was with Benton & 
Bowles, Moser & Cotins and Shell 
Oil Co. 


Small Adds One 

Hampshire Mills Inc., Manches- 
ter, N. H., has appointed the Wil- 
liam J. Small Agency, Boston, 
Mass., to handle advertising for 
its national brand, Hawthorne, 
cotton knits for boys. Hampshire 
Mills has no previous agency of 
record. 


seeooeee OF YOU Sink tomorrow 


Whether your product is specified depends on design 
engineers. These key men rely on Product Engineer- 
ing to help them make their critical decisions. The 
largest OEM editorial staff makes certain they get 
the most and best information first every week. 


To enjoy profitable sale-ing tomorrow, you must 
get your message to these hard-to-reach men today. 
Product Engineering gets through to these initia- 


tors of OEM buying. 


Cultivate their interest in your products now. Put 
your sales story first in Product Engineering. 


*McGraw-Hill’s 11th Annual Survey of Business’ Plans for 
New Plants and Equipment, 1958-1961. If you'd like a copy, 
write to Product Engineering. 


Design Engineering and Product Development - 


330 West 42nd Street, New York 36, N. Y. 
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Whitehall Labs Boosts Sibert 

William L. Sibert has been 
named advertising manager of 
Whitehall Laboratories, New York, 
a division of American Home 
Products Corp. With Whitehall 
since 1956, Mr. Sibert formerly 
was assistant ad manager. 


Cargill & Wilson Adds Byrd 

Cargill & Wilson, Richmond, Va., 
has been appointed to handle ad- 
vertising for H. F. Byrd Inc., ap- 
ple grower and packer. Sen. Harry 
F. Byrd is president of the com- 
pany. 


Howard Wesson Joins EWRR 
Howard Wesson, copy chief of 
Paul Klemtner & Co., Newark, 
will join Erwin Wasey, Ruthrauff 
& Ryan July 28 to work on the 
Lederle Laboratories account. 


Dunne Forms Idea Mart 
Faith Dunne has formed a new 
advertising creative organization, 


Idea Mart, with offices at 1267 N. 
Vermont Ave., Los Angeles. 


WHEELING 
37m TV 
MARKET 


"Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 


NO. 6 IN A SERIES 
MANUFACTURING 


Chances are this very morning you 
used tooth paste or shaving cream 
from a Wheeling-made tube. For 
the Wheeling Stamping Company 
of WTRF-TV-land is one of the 
nation’s largest manufacturers of 
collapsible tubes. This Wheeling 
company, with its 500 employees 
and $2 million annual payroll, is 
another reason why the WTRF- 
TV market is a great one for smart 
advertisers .. . a market of 425,196 
TV homes, where 2 million people 
spend $21 billion annually. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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Beenenae 4 


: TESTING 


Johnson & Johnson 


A 
Hi 
First Aid Cream i 
i 


& Antiseptic was tested 
in the Portland, Maine 
4 market, the ideal ( 
test city. 
a PORTLAND PRESS HERALD + EVENING EXPRESS 
AND SUNDAY TELEGRAM 


Pernt. 
100 


% coverage of city zone 
94% coverage of ABC retail zones 


ONE* SIX-TWO » 


That's the order in which Portland, Maine rates 
as a test market. .. . Ist in U. S. cities of 
150,000 pop. 6th in U. S. cities regardless of 


population and 2nd in New England regardless 


of size of population® 
PORTLAND, MAINE g 
NEWSPAPERS 6 


* source Sales Management 


Eee ee 
ted by the 


represen 
Julius Mathews Special Agency, Inc. 


{ 


/ Her perfume 


yf is Chanel No. 5. 


Her station in 
Oregon is Channel 
No. 6. In Portiand 
and 30 surrounding 

counties, her positive 
reaction to your 
buying suggestion 
on KOIN-TV is as 
predictable as your 
reaction to her perfume. 
The gentiemen at 
CBS-TV Spot Sales, 
who have managed to 
keep clear heads, offer 
all sorts of statistics 
on her feminine 
instincts 
».-andon 
KOIN-TV's 
heady ratings. 


Co., Los Angeles, to handle adver-|] BLUE BOOK BUS. PAPER ADVERTISERS 
\tising for the Peugeot in Califor- Timely! Trend-indicative !! 
inia, Arizona, Nevada and Utah. 3-year space check. All '55-6-7. 


Advertising Age, July 28, 


Nielsen Network TV 
Two Weeks Ending June 21, 1958 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ....0.0.00... 
2 Cow Ged i Get TR; SD. Gear, GD ones crcccscstiiss csi evcesscccscscsceccsossevvesnces 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) 
a Twenty-One (Pharmaceuticals, NBC) ............::cscssereseeerenees 
5 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ................cccccceccceeseesneee 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ..................60.cccccececceeeeeeee 
7 Ed Sullivan Show (Mercury, Kodak, CBS) ...........::cccccscccseeeereerseneerneneenneeenes 
8 Chevy Show (Chevrolet, NBC) .0...........cccccccceeereeenetsereeeeeees 
9 Playhouse 90 (American Gas, Allstate, Reynolds, CBS) 
10 Shirley Temple’s Storybook (Breck, National Dairy, Hill Bros, NBC) ....... 12,126 
PER CENT OF TV HOMES REACHED? 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccccccccseceeeeeeseeetnenees 39.5 
2 Oh a ee, eT oo ccisccdsscncnnesesonsssncieenoiahivenoonssvesanes 32.0 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) .................cccccceeeseeseeeeee 32.0 
4 Twenty-One (Pharmaceuticals, NBC) 
5 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ......0.........cccccccccceeeceeseneeree 317 
6 Have Gun, Will Travel (Whitehall, Lever, C&S) ................ccccccceececeecceeeeeeees 31.3 
7 Ed Sullivan Show (Mercury, Kodak, CBS) ...............:::cccccceseseeescereseeeetsnsersenenees 29.9 
8 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ..............cccccccccceeeeeeenenees 29.8 
9 UNE Ire UNI ND iii crcl ndreadinseeesersiiseninhbomerresounnunvnstesécesntnnipuss 29.5 
10 Playhouse 90 (American Gas, Allstate, Reynolds, CBS) ............-.--ccccceeeee 29.1 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..................... te. 15,781 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...............060000 . 12,341 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) .................00ccccceccceeeceeeeeee 12,212 
4 I've Got A Secret (R. J. Reynolds, CBS) 
5 Re BI, IIIS) «cere cevensicavesnanterssserssntorssersirsnsoscensntorsonedes 
6 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) -...................c.ccceceeeceee 11,051 
7 Loretta Young Show (Procter & Gamble, NBC) .............cccccccccceesseeeseeeeeee 10,492 
8 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ................ccccccccessessseeeee 10,449 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) .............0.0..c.ccccccccccceeeenneeeeees 10,320 
10 Father Knows Best (Scott Paper Co., NBC) ...........0..:.00005 bs sighiidenealanae™. a 
PER CENT OF TV HOMES REACHED? 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........ suka dienepeiesal stietenes 37.6 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...............06.ccccceeeeeees 29.3 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) ............. RA ee a 29.3 
4 Twenty-One (Pharmaceuticals, NBC) .................. a a ee 
5 I've Got A Secret (R. J. Reynolds, CBS) ..............cccccccccsseesseeeseeeerees ae 
6 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ................. sais Sciechaicadeelihe vill 27.4 
7 Loretta Young Show (Procter & Gamble, NBC) ...0...0..........-0.ccccceccesseesteeeeenee 25.0 
8 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ..0...........c..ccccccsceseseeeee 25.0 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............ Listiedteniaaeiicaasl 24.9 
10 Paine Semmes eee Ce Pema Ge. DOTIED osicnccees sci ceneersdensciernceccccesescunsostacorss 24.5 


* Homes reached by all or any part of the program except for homes viewing only 
one to five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities used by 
each program. 


Peugeot Account Assigned been set for the Peugeot, Green 
John Green Corp., Oakland, | 54d. 

distributor of the French Peugeot 

and Renault automobiles, has 

named Promotion Management READY! yA i | 


3 , : Over 1,000 pages of data. 
Tilds & Cantz will continue on the 10,000 reconstructed ad schedules. 


Renault account in the same area. 
write BRAD-VERN’S Wostters 


A THIRTEEN LETTER WORD BEGINNING 
WITH “IME”... 


Key word in the farm supply 
market puzzle is ‘‘Merchandis- 
ing.”’ With an “M”’, as in Farm 
Store Merchandising. It’s the new 
service magazine that fills in the 
blanks in the farm store owner's 
picture. For information, see 
BPRD Classification 44A or 
write: 
gpg seecclntie selene, dirty, cecal 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 
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Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
} meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 


Alaskan Statehood Sparks 
Radio Stations’ Sales 


National Time Sales, New York | are 


Stauffer, Colwell & Bayles, Bryan, 
Houston Ine. and Ted Bates & Co. 
the Whitehall agencies in-| 


Coming 


“a Oct. 20-21. National Assn. of Broadcast- | ° " . 

r a 2-0. Adtttetan Advertising |, rs, Region 1. Hotel Somerset, Boston.| \8YR, Anchorage, and KFRB,| (Ted Bates & Co.); Parker pens © Two colors at single-color prices 
aaiiien, kana fee Rarer gars ah Oct, 22-24. Life Advertisers Assn., an-| Fairbanks. Although many of the} (Tatham-Laird); Remington Arms CATALOGS—CIRCULARS, etc. 
——e , | nual meeting Queen Elizabeth Mota, | schedules ne on sae ex- | — a. Barton, Durstine & | 

- 5-8. x Powe | perimental basis, iteh - | Osborn) ; i ivisi D Pp j 

Ast se Mail Advertising Service|" Oct, 23-24. Audit Bureau of Circula-| ; — tae )i_Alemite division of BRGREn CaLes, NC. 
ssn., annual convention, Chase-/.. . oratories has bought 5-minute|Stewart-Warner Corp. (MacFar-| 
Park Plaza. St. Louis. tions, 44th annual meeting, Drake Hotel, | fi | land Akron, Ohio 

Sept. 10-12. Direct Mail Advertising | ©Dicase. oe news beqmamie sve days weekly, | — aveyare ~ Gaps Cnet ‘ 
Asai. ta ties Getien, Chie | Oot, a0-04. Nationct Aden. of Brondaset- and 7-Up has signed for 20 spots|brough-Pond’s (J. Walter Thomp- _ FRanklin 6-6175 
Park Plaza, St. Louis. ere, em » The Shoreham, Washing-| ner week. Tatham-Laird, Sullivan, | son). 

Sept. 15-17. 3rd Annual Newspaper a - "96-28 Nati "enue Pp | ; 
R.O.P. Color Conference, Waldorf-Astoria ct, 26-28. National Newspaper Promo- | -—— Tt . 
Hotel, New York. tion Assn., Central regional meeting, 

; Sept. 18-19. National Assn. of Broad-| Whittier Motel, Detroit. 

P casters, Region 3, Hotel Buena Vista, | Oct. 27-28. American m. of Adver- 

x Biloxi, Miss. tising Agencies, eastern annual confer- 


Oct. 19-21. Inland Daily Press Assn., an- 
| nual meeting, Drake Hotel, Chicago. 
20-21. Agricultural 


Conventions “eapaie 


Oct. 
*Indicates first listing in this column. 
Aug. 13-14. 3rd Annual circulation sem- | 

inar for Business Publications, Edgewater | 


| 
| 
} 


tribution, Hotel Statler, Boston. 


station representative, has reported | 
that Alaska’s admission to the un- 


| ion already has perked up adver- 
Publishers | tising in that area. National Time|are Kool-Aid 
re annual meeting, Chicago Athletic | coies reports that during the past|Belding); Jergen’s lotion (Cun-| 

Oct. 20-21. Boston Conference on Dis-| two months 10 national advertisers |ningham & Walsh); Viceroy ciga- | 


Co. is the agency for 7-Up. 
Other newly advertised products 
(Foote, Cone & 


volved, and J. Walter Thompson | PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 


Beach Hotel, Chicago. 


Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Sept. 22-23. National Assn. 
casters, 
Oklahoma City. 

Sept. 25-26. National Assn. of Broad- 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 

Sept. 29-30. National 
casters, Region 8, Hotel 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, 
Astoria, New York. 

*Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whitley 
Hotel, Montgomery, Ala. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

*Oct. 9-10. American Assn. of Advertis- 


of Broad- 


Assn. of Broad- 


Region 6, Oklahoma Biltmore, | 


Mark Hopkins, | 


Waldortf- | 


ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo 

*Nov. 9-12. Assn. of National Adver- 
tisers, fall meeting, The Homestead, Hot 
Springs, Va. 
| Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
|lishers Assn., annual convention, Boca 
| Raton Hotel and Club, Boca Raton, Fla 
Nov. 20. Business Publications Audit of 
| Circulation, annual meeting, Hotel Bilt- 
more, New York. 

*Nov. 20. Television Bureau of Adver- 


| have purchased first campaigns on | rets 


and Colgate dental 


cream 


Prints and folds on press 


Leads The Notion [a 


Was 


Sales Performance 


™ SIOUX CITY, IOWA 


Higher than the National Average- 
Qo For July, the second straight month, Sales Man- 
J agement forecasts Sioux City as tops in the na- 


tion in percentage of retail sales gain. 


Sell Where the Selling’s Good-- 


ing Agencies, Central Region’s annual |tising, sales advisory committee meeting, ‘ = > — 

meeting, Drake Hotel, Chicago. | Waldorf-Astoria Hotel, New York. in Sioux City and her billion-dollar eneorag 
Oct. 9-11. Pennsylvania Newspaper; Nov. 20-21. National Business Publica-_| trade area . . . and advertise where most o 

Publishers’ Assn., annual convention, | tions, Chicago regional conference, Drake | these good sales begin — in the pages of 


Hotel Roosevelt, Pittsburgh. 


*Oct. 10-11. Mutual Advertising Agency | 


Network, 4th quarterly business meeting 
and workshop. 


Oct. 12-15. American Assn. of Advertis- | 


ing Agencies, western region, 2lst annual 
convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 


| Hotel, Chicago. 

*Nov. 21. Television Bureau of Adver- 
|tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

*April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
| Eden Roc Hotel, Miami Beach. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
| management conference, 
| Skytop, Pa. 


Skytop Lodge, | 


Sioux City's daily newspapers. 


me re Sioux City Sournal 
-  JOURNAL-TRIBUNE | 


iors 


sense of pride by 


The number one ranking we have 
received is regarded with a just 


MPO’s eighty-two staff members. 


It is a reputation which every 


every one of 


ADVERTISING AGENCIES SELECT MPO-TV 


AS LEADING FILM COMMERCIAL PRODUCER 


'58 Survey Results 
Repeat Last Year's 


one of us intends to earn the right 


NEW YORK July 28—MPO Tele- 
vision Films, Inc., the two-coast 


agency surveys 
trade magazines. 

MPO received far more first 
place votes than any other 
production company in Sponsor 
Magazine’s recent survey, “How 
Agencies Rate Television Com- 
mercial Film Producers.” The 
twenty-six major agencies polled 
rated producers for quality, reli- 
ability, economy, flexibility, facili- 
ties, creativity, animation and 
location work. “Out of 50 commer- 
cial film producers nominated as 
best in certain categories,” con- 
cluded Sponsor, “one, MPO TV 
Films, ran well ahead of the entire 
field.” 

In 1957, Billboard’s similar sur- 
vey of 1200 advertising agency ex- 


conducted by 


For 5,000 commercials, 
MPO thanks... 


ecutives concerned with television 
commercial production ranked 
MPO number one for quality and 
speed. 

The reasons for MPO’s superior 
ranking for film commercial pro- 
duction can be found in a combi- 


tinuous basis was to hire and 
maintain a permanent staff of the 
best directors, cameramen, editors 
and scenic designers in the busi- 
ness. “We’ve received unprece- 
dented support from the agencies,” 
says MPO vice president Arnold 
Kaiser, “because we can back them 
up with the kind of creative talent 
that makes successful commer- 
cials.” 

MPO also recognized the impor- 
tance of complete production 
facilities and equipment. Conse- 
quently, the company designed and 
built the most modern and efficient 
production center in the East with 
five shooting stages for the filming 
of television commercials. Since 
April 1958, when MPO announced 
its deal to utilize the 24-studio 
Republic lot in Hollywood, the 
company has been offering a two- 
coast production setup, unique in 
the industry. 


Trix, Inc. (Hal Seeger—Anima- 
tion), Reeves Sound Studios, Inc., 
Photo-Magnetic Sound Studios, 
Inc., Metropolitan Sound Service, 
Inc., Movielab, Consolidated Film 
Industries, Filmsounds, Inc. 

The current client list of MPO 


television film commercial pro- nation of factors. MPO recognized Television Films, Inc., includes: 
to keep +++. year after year. ducer, led the field for the second years ago that the only way to N. W. Ayer & Son, Inc., Ted 
consecutive year in advertising guarantee top quality on a con- Bates & Company, Inc., Batten, 


Barton, Durstine & Osborn, Inc., 
Benton & Bowles, Inc., D. P. 
Brothers and Co., Leo Burnett Co., 
Inc., Campbell-Ewald Co., Camp- 
bell Mithun, Inc., Cockfield, Brown 
& Co., Ltd., Compton Advertising, 
Inc., Cunningham & Walsh, Inc., 
Dancer -Fitzgerald-Sample, Inc., 
D’Arcy Advertising Co., Doherty, 
Clifford, Steers and Shenfield, Inc., 
Doyle « Dane « Bernbach, Inc., Er- 
win Wasey, Ruthrauff & Ryan, Inc., 
William Esty Co., Inc., Foote, Cone 
& Belding, Clinton E. Frank, Inc., 
Gardner Advertising Co., Geyer 
Advertising, Inc., Grey Advertis- 
ing Agency, Inc., Hicks & Greist, 
Inc., Bryan Houston, Inc., Kenyon 
& Eckhardt, Inc., Kudner Agency, 
Inc., C. J. LaRoche and Co., Inc., 
Al Paul Lefton’Co., Inc., Lennen 
& Newell, Inc., Earle Ludgin and 
Co., MacLaren Advertising Co., 
Ltd., Richard K. Manoff, Inc., 
Marschalk & Pratt Division of 


According to vice president McCann-Erickson, Inc., Maxon, 
.. K & W Film Jerry Kleppel, MPO producer- Inc., McCann-Erickson, Inc., 
Service C editor, “MPO’s reputation is kept McKim Advertising, Ltd. Emil 
4 vice Sorp. on top by the quality of workman- Mogul Co., Inc., Ogilvy, Benson & 


MPO Television Films, Inc. 
New York—MuUrray Hill 8-7830 
Detroit—TRinity 2-2280 
Hollywood—POplar 6-9579 


Op-Trix, Inc. 
(Hal Seeger—Ani 


at ) 


ship from our technical suppliers. 
In this respect, special thanks for 
support are due to: 

K. & W. Film Service Corp., Op- 


Mather, Inc., Sullivan, Stauffer, 
Colwell & Bayles, Inc., J. Walter 
Thompson, Co., The Wesley Asso- 
ciates, Inc., Young & Rubicam, Inc. 


( Reeves 
Sound Studios, Inc. 


Metropolitan 
Sound Service Inc. 


Consolidated 
Film Industries 


Photo-Magnetic 
Sound Studios, Inc. 


Movielab 


filmsounds, inc. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


You Auto Buy Now Campaign Outstandingly 


Successful; Results Good to Tremendous, BofA Says 


The study of! 


To the Editor: 
“You Auto Buy Now” results by 
the Bureau of Advertising indi- 
cates that that project was out- 
standingly successful. 

In terms of actual sales; in 
terms of consumer interest; in 
terms of dealer enthusiasm; in 
terms of any other yardstick, the 
results ranged from good to tre- 
mendous in market after market, 
with only a handful of excep- 
tions. 

Unfortunately, your story | 
(July 14, Page 1) does not bear | 
out the facts as we reported 
them to you. The story itself bad- 
ly under-rates the campaign’s ef- 
fectiveness; but in addition the 
subhead, which reports “56% of 
dealers enthusiastic,” is an in- 
accurate summation of the facts 
in your own story. 

If your headline writer will 


re-read your story, he will find | 


his “56% of dealers” the result! 
of a compound of errors. In the) 
first place, the story does not talk | 
about numbers of dealers but of | 
numbers of newspapers respond- | 


ing to a bureau questionnaire. 
Secondly, the percentage is not) 
(76 plus 36 out of) 


56 but 84% 
134). Actually, the percentage is 
over 89, because eight of the re- 
sponding newspapers, as your 
story indicates, gave no informa- 


removed from the calculation. 


fic during the promotion  in- 
creased manyfold for most dealers, 
and prospects developed at that 


| time are being converted into sales 
tion about results and should be| 


today—and will be in the coming 


| weeks and months. 
Moreover, we did not tell your) 


In Cleveland, for example, 


reporter that 14 newspapers re- | where “You Auto Buy Now” was| 


ported “flops.” We pointed out/born back in February, 


instances, the newspapers said| |ter YABN 
some dealers did not do well be-| figures compiled by the Cleve- 
cause they failed to tie in with) land dealers’ association, through 


“You Auto Buy Now” promo- 


|experience increases. in 
traffic and sales. 

| In your reference to the Cham- 
ber of Commerce figures we re- 
ported, I think this very significant 
fact should have been pointed out: 
that 93% of those Chamber of 
Commerce officials giving result 
information called the campaigns 


the week ending May 3, sales 


tions, but that other dealers did| during eight of those ten subse- 
both | 
|er than during the very success- 


quent weeks were actually high- 


ful campaign week. In fact, the 
tenth week after was 7% better 
than You Auto Buy Week—and 
61% better than the week before 
the campaign. 
Samuel Rovner, 
Public Relations Manager, Bu- 


in their cities successful. And only! reau of Advertising, New York. 
3% called the campaigns failures. e ° ° 
The rest used such terms as “spot- 
|ty” and “not up to expectations.” Lost and Found 
Incidentally, your accompany- To the Editor: On Page 2 of your 
ing story reporting on a city-by-| issue of July 14, you have an en- 
|city roundup of dealer opinion, | tertaining little item about the rag 
|draws some rather odd conclu- | doll that was lost and found. 
sions. We question particularly That little Sheraton girl keeps 
your statement that “the one her youth remarkably. For the lit- 
major complaint today is that | tle girl of the United Air Lines 
the honeymoon ended when the| advertisement lost her doll in 1940. 
promotions ended.” That’s when I wrote the advertise- 
Actually, this fact stands out) ment and it first ran. Possibly the 
in many of the reports we have /|little Sheraton girl is a daughter 
received (and are still receiving | of the United Air Lines girl, and 
each day): that showroom traf-!| inherited her mother’s much-trav- 


y's GEN 


sales | 
that in more than half of these/ continued at a high level long af-| 
Week. According to| 


eled Raggedy Ann. 

The United advertisement first 
ran as a newspaper advertisement 
and later appeared in The Satur- 
day Evening Post. I am enclosing 
a photostat of a proof of the Post 
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sented many times with respect to 
the stand we have taken on promo- 
tional activities by stations. We 
are concerned only with the kind 
of promotion which invites lis- 
teners to report listening to a sta- 
tion in order to receive a reward. 
This type of promotion requires no 
proof of listenership and does not 
genuinely increase the audience 
level. Other forms of promotion 
which require listenership can in- 


mii crease audience levels, and from 
| this point of view are no different 


than a station which broadcasts 
basketball championship play-offs 
lor carries football and baseball 
during certain times of the year. 

I believe that if your paper is to 
make a real contribution with re- 


me - . 
ORE eo eal ee ew ee ent a home © 
prein eae + eee oe eke 
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ad. As a newspaper advertisement 
it was awarded first prize for the 
best newspaper advertisement of 
the year produced in Chicago. The 
award was made by the Chicago 
Federated Advertising Club. 
Graham 8S. Mason, 
Lewis & Gilman Inc., Phila- 
delphia. 
se - _ 


Says Pulse Surveys 27 
Markets Each Month 


To the Editor: I want to object 
most strenuously to your item in 
the July 7 issue concerning rating 
week. As I understand it, this is the 
first in a series of three. 

I object because you have mis- 
represented our surveys, in the 
first place; and in the second place, 
no one has established any evi- 
dence that so-called hypoing has 
had the effects on audience surveys 
which critics like yourself seem to 
believe. 

As far as Pulse is concerned, it 
is false that we survey only three 
markets monthly in radio. The 
truth is that we survey 27 markets 
monthly, although we do not report 
every month. In five markets, we 
issue a detailed monthly report, not 
just an index share page; and in 
the remaining markets we issue a 
bi-monthly report, but the inter- 
viewing takes place every month. 

In view of the fact that the re- 


search companies do not always! was 


spect to this situation, then some 
real constructive points of view 
need to be expressed and an intelli- 


|gent appraisal of a station’s pro- 


gramming must be made, along 
with the promotional activities of 
the station. 

Sydney Roslow, 

Director, The Pulse Inc., New 

York. 

AA published the statement that 
Pulse publishes monthly reports in 
only three markets after specifi- 
cally checking this figure with a 
Pulse executive. 


Speed Endorsed—Not 
Rating Service 

To the Editor: In your article, 
“Rating Week Hypo Cuts Rational 
Buying of Time,” issue of July 7 
we note the statement: “... speed 
has been a big sales point for the 
various rating services, one of 
which has been endorsed by oh- 
so-august a body as the Advertis- 
ing Research Foundation’s broad- 
cast ratings review committee.” 

We wish to advise that the 
broadcast ratings review commit- 
tee has never endorsed any ratings 
service. 

E. L. Deckinger, 

Chairman, ARF Broadcast 

Ratings Review Committee, 

Grey Advertising Agency, New 

York. 


The sentence should have read: 
. . speed has been a big sales 
point for the various rating serv- 
ices, one [i.e. the value of speed] 
which has been endorsed by so 
august a body .. .” The word “of” 
inserted in the_ sentence 


“e 


cover the same week of the month, | through a mechanical copying er- 


it becomes virtually impossible for 
a station to engage in a single 
week’s promotional activity of un- 
usual scope. Furthermore, there is 
no way of differentiating between 
a station’s promotional activities 
all year and so-called unusual pro- 
motions and excessive promotions 
during survey week. 

My company has been misrepre- 


ror. 
* ia » 


Chirurg Handles Beta, but 
Not Sorensen Co. 

To the Editor: May we express 
our appreciation for your kindness 
in publishing the news item July 7 
about the promotion of Charles 
Woram and the appointment by 
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Sorensen & Co. of Norwalk, Conn., 
of our agency, the James Thomas 
Chirurg Co. of New York, to han- 
dle the advertising for both the 
Sorensen Co. and its Beta Electric 
division. 

The item, as you will see, stated 
that we were only to handle the 
Beta Electric division and did not 
include Sorensen. 

Louis H. Brendel, 

James Thomas Chirurg Co., 

New York. 

os e 7 
Dryness Is Confusing 

To the Editor: In the July 12 
issue of The New Yorker I no- 
ticed a rather strange coincidence 
which I thought might add a hu- 
morous note to your busy days. 

On Page 46 we read that “Lon- 
doners now import Four Roses 
gin.” Although the English gen- 


55 8 


cd 


tlemen illustrated in this adver- 
tisement seem to be enjoying the 
refreshment, I suspect that they 
may be just play-acting. 

This suspicion is based on an 
advertisement we find on Page 61 
advising the reader that Lamp- 
lighter gin, “The costlier English 
gin Americans now have firmly in 
hand,” is in very short supply in 
England. In fact, the English 
drinking public is pictured regis- 
tering an heroic protest against 
the further shipment of Lamp- 
lighter gin to America. 

To further confuse the issue, 
Lamplighter gin is labeled “as dry 
as you can buy.” However, Four 
Roses gin claims “it’s drier than 


the driest London-dry, that’s 
why!” 
Fortunately, I am not a gin 


drinker, so my confusion is only 
theoretical, but it is difficult to 
know where to “begin.” 
John M. Weiler, 
The Manhattan Shirt Co., New 
York. 
. = 


Praises Outdoor Editorial 

To the Editor: Compliments to 
you for your editorial, “Promotion 
for Billboards” in your July 7 is- 
sue. 

It is important that the adver- 
tising field realize the importance 
of outdoor advertising in our 
American economy. 


. Bosin, 

Sales Manager, Federal Adver- 

tising Corp., Paterson, N. J. 
2 - e 


Interest Continues in 
‘Real America’ Idea 
To the Editor: Enclosed is 10¢ 
for which please send reprint of 
“Let’s Make the Real America 
More Like the Pictures in the 
Ads,” a speech by S. R. Bern- 
stein, mentioned in the May 15 
issue of “The Score.” 
R. A. Booth, 
Editor, “The Coupler,” The 
Symington Wayne Corp., De- 
pew, N. Y. 


* 
To the Editor: Enclosed is 10¢ 
to cover the cost of a reprint of 


S. R. Bernstein’s talk, “Let’s Make 
the Real America More Like the 
Pictures in the Ads.” 
Thank you for making 
available to us. 
Gene McAuliffe, 
Manager, Personnel Services, 
RCA Communications Inc., 
New York. 


this 


Ethics Committee Aids 
Art Buyers, Sellers 

To the Editor: Would it be pos- 
sible for ADVERTISING AGE to print 
and publicize the enclosed Chicago 
code of ethics of the combined 
ethics committee? It has been in 
existence for about three years and 
has already mediated some 20 dis- 
putes between artists and buyers. 
It is an outgrowth of the New 
York Art Directors ethics com- 
mittee and is broad in its coverage 
and scope. 

As you can see from the letter- 
head, it represents a good solid 
majority of artists and buyers in 
the Midwest. As permanent chair- 


man I accept and process any writ- 
ten complaint that is concerned 
with a provision in the code. Our 
counsel then notifies an available 
panel from the committee to meet 
with the disputants and try to re- 
solve the problem in a relaxed 
harmonious atmosphere. They are 
also available for arbitration if re- 
quired. Let me emphasize that 
there are no legalities concerned 
in this; it is simply the gathering 
and evaluating of both sides of an 
argument in its relation to the code, 
and the effort to resolve it in our 
own industry, so to speak. 

The committee is also concerned 
with establishing sounder business 
practices in the selling and buying 
of art for advertising. 

Charles W. Bracken, 


Chairman, Combined Ethics 
Committee, Chicago. 
. * 7 


Radio Figures Unavailable 

To the Editor: In your list of the 
top hundred national advertisers of 
1957, appearing in the June 23 is- 
sue of your publication, you have 


included most media with the ex- 
ception of radio. We would be in- 
terested in finding out why radio 
was not included. 
E. L. Drewry, 

Jordan Wines Limited, Toron- 

to. 

Figures for radio are not avail- 
able. 


* * . 
Those Were the Days 
for Radio Idea Men 

To the Editor: Anonymous or 
not, Eye & Ear Man, you sound 
like someone we know when you 
take time out to put the Kern gal 
down a peg. And someone who was 
not born yesterday, as you discuss 
the position of advertising agencies 
in producing tv programs. How- 
ever: 

There is something like this, 
which I shall describe, that cools 
down budding idea men in dealing 
with networks—their maintenance 
of captive or pet production firms 
into whose hands they place show 
ideas originally presented to the 
networks. Having made pilot rec- 


ords and/or films in CBS studios 
of certain panel and quiz formats, 
only to experience the “thrill” of 
seeing the ideas come out as Good- 
son-Todman programs “in coop- 
eration with CBS-TV,” I know. 
And it’s a great operation. 

In the days of agency interest in 
building radio shows, idea men 
were safer. 

Harold R. Gingrich, 

Radio-TV Productions, Oak 

Park, Il. 


Comforting Comment 
trom Creative Man 

To the Editor: Yes Sir, God is 
still in His heaven—and from the 
Creative Man’s Corner (AA, June 
30) comes a comforting and en- 
lightening comment. 

Thanks to AA for bringing to us 
an appreciative notice—the respec- 
tive skills of two truly elite Amer- 
ican institutions, Tiffany & Co. and 
The New Yorker. 

R. C. “Dick” Noon, 
Pangburn Co., Fort Worth. 


For Your Advertising in Western Michigan 


The New Basic Buy 


in Grand Rapids | 


ne 


Morning and Evening 
Combination 


M0 per Line 


$2.92 Milling Rate 


Greater family coverage of the 23-county 
Western Michigan market is now possible 
for one low cost. 

You can buy space in The Grand Rapids 
Morning Herald and Evening Press—with 
100% city zone and 63% retail trading zone 
family coverage, and combined circulation 
of 168,598 copies daily —for only 50¢ per line. 

These Grand Rapids newspapers offer 
merchandisable coverage (20% or over) in 
18 of the 23 West Michigan counties. 


*ABC Publisher Statements 3-31-58 
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RAPIDS 


A 


GRAND 
- 


KEY [fj 20% or more Family Coverage [77 Less than 20% Family Coverage 


THE GRAND RAPIDS PRESS 
EVENING 


THE GRAND RAPIDS HERALD 


National Representatives 


Booth Michigan Newspapers 


MORNING + SUNDAY 


SAWYER-FERGUSON-WALKER 


COMPANY, 


INC 
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- The 
DETROIT 


[Free | 


4 


PRESS. 
M inti 
FIRST 


Newspaper! 


~FinsT Witt 

$0 MARY READERS 
For 

$0 MARY REASONS 


Py, apo ek Reema 


<> 


FIRS 
Proudly serving 


the people 
since 1831 


Detroit's most 
colorful newspaper! 


FIRST 
in editorial 
excellence 


More awards, honors 
— including four 
Pulitzer Prizes 


Growing faster 
in past 

five years than 
evening papers 


FIRST 


in advertising gains = 
Five year growth | [Ml i 
greater than Tt 


evening papers 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETAIL REPRESENTATIVE: 

George Molloy, New York 


Around the office of Industrial 
Publications Inc., Chicago, they 
| like to tell about the time Maurice 
P. Driscoll, who became directing 
head of the company upon the 
death of longtime owner-publisher 
Harold H. Rosenberg earlier this 
year, called on a prospective ad- 
vertiser to help determine the right 
theme for a promotion campaign 
under consideration. 

After the various facets of imple- 
menting the job had been agreed 
upon, including the kind of copy 
| best suited to the reader audience 


You Ought toKuow - Maurice Driscoll = 


old H. Rosenberg, founder of In- 
dustrial Publications, under whom 
he served for 17 years as a vp and 
for four years as president, when | 
Mr. Rosenberg became _ board 
chairman. 

“He was a man of tremendous 
business morals, as well as a great 
teacher and leader,” says MPD. 
“Mr. Rosenberg taught his associ- 
ates to live their publications and 


pos spheres they served, to our) 


| ovens fortune and profit.” 


|@ Before joining IPI in 1934 Mr. 


f ' 
| 


Fi 


Maurice Driscoll 


under consideration, the prospect's | Driscoll spent four years as an ad-|y his executive associates. The | 
sales and advertising executives|vertising salesman for McGraw-| Provisions of this agreement have | 
announced that they were going) Hil] Publishing Co. Born in St. been quickly and harmoniously — 
jahead with the promotion and/| Louis, Mr. Driscoll’s parents moved |°@!Tied out, and this executive) 
|would back it with 36 full pages|to Chicago when he was an infant.|8TOUP now enjoys ownership as 
of advertising in Practical Builder.| We therefore considers himself a | well as management. + 


Only then did they ask what the 
|advertising rates were! 


s To employes of Industrial Pub- 
lications the story is typical of 
what has come to be known as the 
“Driscoll approach,” not only to 
|selling problems but to all pub- 
lishing problems. He sells (or 
buys) an idea or an objective with 
price and other details secondary 
until the sale—or the purchase— 
has been decided upon. 

“MPD,” as associates generally 
refer to him, grew up in a school 
which preaches that the reader 
comes first ...He is a sales-mind- 
ed publisher with a wholesome 
respect for, and appreciation of, 
|the responsibility his editors have 
for the success of a publishing 
property. 

Such a publishing attitude, he 
believes, assures an extra measure 
of benefit for the subscriber and 
an extra measure of profit for the 
advertiser. 

“If the contents of a page in a 
magazine, whether it is editorial 
or advertising, measure up to what 
the reader needs and expects,” 
says Mr. Driscoll, “then the read- 
er, the advertiser and the publisher 
all benefit. If it doesn’t, it’s a waste 
of time and money all around.” 


® During his years as an adver- 
tory, Mr. Driscoll devoted liberal 


visits, he points out, have paid off 
handsomely in answer to an ad- 
| Seeeines's or an agency’s question 
that in many cases manufacturers 
| themselves could not get. A pub- 
lication salesman thus equipped is 
in a position to advise and counsel 
his customers—and Mr. Driscoll 
maintains that this kind of space 
salesman is 10 times more welcome 
at the office of advertiser or agen- 
cy than the individual who knows 
only his publication story and its 
relation to competing magazines. 

The fundamental soundness of 
this “get-acquainted-with-the- 
reader” procedure is responsible 
for an interesting suggestion he 
once made to an advertising man- 
ager who asked him how he could 
get a better understanding of his 
company’s market and the men he 
had to reach to get his product 
story across. Mr. Driscoll advised 
him to try the “hat trick.” 

“What ‘hat trick’?” the advertis- 
ing manager wanted to know. 

Mr. Driscoll smilingly told him 
to take his hat from the hat rack, 
put it on his head, and spend less 
time in his own office and more 
time in the offices of the men he 
had to sell. 


® After a year in the field, when 


advertising manager discovered 


buy than the sales department. His 


appreciably—as did his income! 
Mr. Driscoll speaks warmly and 


tising salesman traveling a terri-| 


his office duties permitted, this) 


that he knew more about why his | Fx 
company’s customers did or did not 


stature with his bosses increased 


proudly of his late associate, Har- | 


native Chicagoan. He attended lo- | 
cal grade and high schools, as well 
las night classes at DePaul Univer- 
sity. He says he is still married to 
his “favorite wife,” the former | 
Patricia Quinn. They have three) 
grown children, all married. 

| Several years before his recent 
|passing, Harold Rosenberg fore- 
| sightedly established an agreement | 
|for the purchase of his IPI stock 


Frank Willard Names Tiller 

James E. Tiller has been ap-| 
pointed sales manager of Frank 
Willard Productions in Atlanta. He 
will also be in charge of client re- | 
lations. Mr. Tiller was formerly | 
president of Jet Film Productions, 
Little Rock, and director of sales 
and client relations of Fotovox! 
Inc., Memphis. 


By . | Francisco, has added three persons 


| 
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Guild, Bascom Adds 3 to Statt 
Guild, Bascom & Bonfigli, San 


| to its staff. They are Chester Glo- 


dek, formerly with Campbell-Mi- 
thun, in the production depart- 
ment; Marilyn Campbell, formerly 
with Young & Rubicam, in media, 
and Norman Lenzer, recently with 
the U. S. Air Force, in the creative 
department. 


(wen read thousands of us 
and Canadian newspapers in the 


past 9 years, looking for unusual 
local retail promotions: traffic- 
building stunts, give-aways, anni- 
versary gimmicks, slogans, etc. 
used by local retailers. Result? 
We've assembled over 300 good 


ah: 


“Ideas 


and we challenge anyone selling 
(or writing) local retail advertis- 
ing to read them without finding 
at least 10 good usable ideas! 108 
pages, well-illustrated, these 300 
ideas are yours for only $25. Sat- 
isfaction guaranteed. |.F.1. Adv. 


| ag 


Christie Bldg.. Du 


luth, 
Minnesota. 


SURVEY WTV3’s 


TOTAL COVERAGE 


j 


| 


and $2 billion retail sales. 


duplicated in Palm Beach. 


time to visits with readers. These | Proof? Latest ARB Area Survey shows WTVJ a solid first 
| throughout South Florida. Ask your PGW colonel for the 
| new ‘‘Dimensions” presentation today! 


Represented by 
Peters, Griffin, Woodward 


Scan WTVJ’s top ratings. Calculate WTVJ's low 
cost per thousand. But by all means survey WTVJ’s 
total coverage of 363,319 South Florida TV homes 


WTV4J delivers South Florida’s largest total coverage . . . 
and the only unduplicated network coverage. 
All other Miami channels have their network programming 


Data from Sales Management, May 1958 and Television Magazine, June 1958 


WTVS - MIAMI 


CHANNEL 4 


eee 


5 


> 


ge. 


4 


* Dictionary 


defines TOTAL 
“whole amount, 
complete, 
entire.” 
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Top Researchers Say 
MR Misnamed, Misused 


(Continued from Page 1) | 
term “projective techniques,” in- | 
stead of MR, to describe the tech- | 
niques marketing people have 
borrowed from psychologists. 


= Mr. Crisp lashed out at users of 
motivational research who sell it 
as a new science when its funda- 
mentals have been known and 
published for 20 years. 

Mr. Dichter answered the at- 
tack, saying that “those who at- 
tack MR cancel one another out 
by charging opposite things. Some 
say it is too new, some say it is 
really very old.” He also ported | 
out that he did not go into busi- | 
ness until years after the tech- | 
niques were known. “Why didn’t 
somebody beat me to it?” he 


cerning human behavior,” he said. 
“In our field we are groping for 
data. Everyone can use the pro- 
jective techniques of seeking rea- 
sons why, but not everyone can 
interpret the data. We can do it.” 


s In illustrating his type of re- 
search, Mr. Dichter described the 
work done on Saran Wrap, which 
apparently had all the things nec- 


|essary for success, but failed to 
| hit sales expectations. 


“We developed the idea that 
women have a sense of pride in 
neat wrapping, then we checked 
our hypothesis by experiments 
with interviews,” he said. As a re- 
sult of the work, Mr. Dichter ad- 
vised Dow Chemical Co. to have 


In discussing social classes, Mr.|see a price listed in the ads (it 
Gardner pointed out that the vast) was listed). 
major market is not the upper-| 
middle class, of which most ad-|they had no objection to the 
men are members, but rather the | sheets. Mr. Dichter said the study 


es. Since admen do not normally} was the poorest symbol which 
associate with lower classes, he|could have been used in the ads 
said, research is a valuable tool| since most of the buyers of the 
to help admen become acquainted | sheets were women with their 
with the people they are trying to|best sex days behind them. It 
reach. was recommended that an older, 
He ripped into advertising| more “grandma type” woman be 
which seeks to sell people a prod- | featured in the ads, he said. 
uct on the basis that wealthy and 
famous people use it. 


® Researchers should stop being} guesswork is a thing of the past, 
afraid to try out new ideas in| said Mr. Politz. 
their work, no matter how silly | 
the idea may seem at the time,|his company predicted accurately 
according to Mr. Dichter. \that Coca-Cola would boost sales 
Mr. Dichter, who dotted his talk $40,000,000 if Coca-Cola would 
with successful studies that his | bring out larger bottles. 
| A market research study dis- 


The women’s husbands said| 


lower-middle and working class-|determined that a blond model! 


® Researchers must make accu-| 
rate forecasts of their findings; | 


As an example, Mr. Politz said | 


71 


|all advertising of a multiple-agen- 
| cy client. 

“We have found the acceptance 
of our approach, by agencies with- 
in a multiple agency-client fam- 
ily, stimulating and rewarding,” 
Mr. Crisp said. “We have seen the 
results of the application of such 
research in sharp increases in the 
performance of many campaigns.” 


s Dramatic keynoter of the work- 
shop Wednesday evening was Dr. 
G. Herbert True, assistant profes- 
sor of marketing at the University 
of Notre Dame, who made an elab- 
orate plea for openmindedness and 


| 
| 


asked. 

Commented Mr. Crisp: “If Mr. 
Politz or I make a mistake, we 
lose a client. If Mr. Dichter does it, 
he gains another example to make 
a speech about.” 


| ae tv announcer for Saran Wrap 
|/wrap the items neatly, not hap- 
hazardly, as had been done in 
earlier commercials. 


| In answer to a question from 
| the floor on what a small company 
® Mr. Politz leveled a blast at re- | With “not even $5,000 to spend” 
searchers who provide information |©@" do in the way of market re- 
|search, Mr. Crisp said: “Call in 
|}someone for a few days to show 
you how you can do your own re- 
search. You will have to do the 
work yourself—that’s the way we 
learned the business.” 

Earlier in the day, each panel 
member gave a talk on the prob- 
lems of research in advertising. Mr. 
Gardner warned all admen who 
like to talk to themselves to get out 
of the advertising field. 

He charged that many creative 
people in advertising feel that 
they are able to communicate 
with all consumers because the 
admen are human beings and that 
{they are prototypes of all man- 
| kind. 
| “Many advertisers spend bil- 
to clients in terms too complicated lions of dollars every year talking 
to understand. to themselves,” Mr. Gardner said. 

“If we have enough insight even|He asserted that “consumers are 
to know the subconscious, why do|not a faceless mass” and added 
we fail to see that the client won’t that there are certajn vital soci- 
understand the big words?” he/ological patterns running through 
asked. “Maybe we should do some} 
research into our own motives. | 
And many in this group draw no 
conclusions which lead to action. 
They make no attempt to justify 
their existence, and they don’t 
even feel guilty about it!” 

Mr. Crisp also commented that| 
some people do good MR, but don’t | 
have enough marketing  back-|} 
ground to counsel the client on| 
what to do with the data. 

That charge was tossed to Mr. | 
Gardner for rebuttal. He said his | 
company, which is “more, con-| 
cerned with generalizations of the 
dynamics involved in human be- 
havior” than with specific mar-| 
keting problems, can still help the | 
client. “I couldn’t run a marketing 


Alfred Politz 


Burleigh Gardner 


Ernest Dichter 


‘company has done for clients, 
maintained that creativity “is an 
absolute prerequisite for scientif- 
ic procedure.” 

“There is no field of science 
where it is not necessary to devel- 
|op hypotheses before we find 
proof,” he said. “It is only be- 
cause so many people have grown 
up in the school of empiricism 
where only things which are di- 
rectly observable are accepted as 
|scientific, that we have reached 
| this peculiar impasse. We are 


jings and difficulties which have 
|damaged the entire field of com- 
munications.” 


#® Mr. Dichter discussed a study 
for a client who marketed colored 
nylon bed sheets. The _ sheets 
were of good material, fairly 
|priced but did not sell. Advertis- 
jing for the sheets featured a 
blond model lying on the sheets 
with the usual product benefits 
listed. 

A motivational research study 


mainly by older women. When 
| questioned, many of the women 
|said they did not buy the sheets 
because they thought their hus- 
bands would not like them. 

| Others said the sheets were too 
|}expensive (Mr. Dichter said the 


closed that the trouble with Coke} 
sales was the lack of larger bot- 


dealing here with misunderstand- | 


|disclosed that most bed sheets are | 
migiven as gifts, and are bought 


| tles and not the taste differences 
ibetween bottled and _ fountain 
Coke, as had been charged by 
bottlers. 

The market researcher said it 
|was a grave misunderstanding 
that creative thinking and hunch- 
es are not employed in scientific 
research. Scientists work 
hunches, he said, and he added 


that thinking up hypothesis is as} 


creative as creating an advertise- 
ment. 


are two roadblocks—largely men- 
tal—which are often thrown in the 
way of good advertising research. 
One is the creative adman who is 
afraid of research; the other is the 
research man, who does not un- 
derstand the role of research i 
the field of advertising. 


Speaking of great campaigns 


which did not evolve out of re- 


Richard D. Crisp 
search, Mr. Crisp said: “It is not 


advertising campaigns. But it is 
the function of research to help 
the men responsible for the crea- 
|tion of advertising—and to protect 
|them against a major error of 
| judgment.” 


® He said an area of rapid growth 


on | 


® According to Mr. Crisp, there} 


the function of research to create | 


G. Herbert True 


|intellectual flexibility in advertis- 
| ing creative circles. 

| After leading a round-robin dis- 
|cussion of creativity, its origins and 
characteristics, Dr. True made sev- 
eral assertions which he proposed 
| as maxims for agencies in the han- 
| dling of their creative people. 

| @ Creativity, like leadership, is 
developed in people, not born in 
them. “If creativity is born in 
man,” Dr. True said, “we are wast- 
ing our time” trying to develop it. 


e Health and possession of physi- 
cal faculties are not requirements 
for creativity. Dr. True cited a long 
list of handicapped persons who 
have made important creative con- 
tributions to various fields. 


® The crucial characteristic of 
creativeness, Dr. True said, is “the 
willingness to experience anxiety,” 
|to sense things, react to them, to 
| project, to change and to accept 
|change—and at times to doggedly 
| refuse to change. 

Agency creative people, Dr. True 
'asserted, should be valued by their 
“DITQ”—their daily idea interrup- 
tion quota. 

For agency people it is of para- 
mount importance, he went on, that 
suggested ideas be examined with 
|a view toward the product and its 
|promotion—not the _ personality, 


department, but I can help the|consumers which must be learned|sheets were not expensive), but 
marketer with his problems con-|/in order to communicate properly. | later admitted that they did not 


in the research field is use of |age, experience or other character- 
standardized research applied to istics of the suggester. + 


Lisec Brown Cassie Rickey Olsher 


COSMIC CROWD—A unique gathering of advertising creative people attended ApvVERTIS- 
Inc Ace’s Creativity in Advertising workshop in Chicago. Shown here are Paul Locke 
and Tom Tripp, Paul Locke Advertising, Oklahoma City; Liz Troughton, TV Guide, 
Chicago; Oscar Heuser, Lowe Runkle Co., Oklahoma City; Rubin Olsher, Hollywood 


V-Ette Vassarette Co., Hollywood; Dick Cech, Western Advertising, 


Cech 


Chicago; Don R. 


Holland 


Holland, Graceman Advertising, Hartford, Conn.; Ross E. Lucke, U.S. Savings & Loan 
Assn., Toledo; Fritz Lisec, Merritt Owens Advertising, Kansas City, Mo.; James H. 
Brown, James H. Brown Studios, Chicago; Helen Cassie, Woman’s Day, New York, 
and Frank Rickey, Merritt Owens Advertising, Kansas City, Mo. The three-day work- 
shop attracted an overflow crowd of more than 350 people. 


Lucke Locke 


Tripp 


Troughton Heuser 
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Rates: $1.25 per line, minimum o—_- $5.00. Cash with order. Figure all ae a 
(maximum—two) 30 letters and spec 0 ge B. line; upper & lower case 40 
ine: 


two lines for box number. Closing de dead 


Copy in written form in & oe yh Layton 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $17.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 


HELP WANTED 


ASST. CIRC. MGR.—needed by well- 
established, top flight business magazine 
publisher. Staff expanding, opportunity 
for advancement 
Box 1678, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEMO TO 
YOUNG ADVERTISING SALESMEN 
Are you the Best of the Crop? We are 
one of the West’s leading Publishers’ 
Representatives. If you have the ability, 
ambition and integrity, we have the 
opportunity for you to grow rapidly in 
our Los Angeles home office. Our men 
know about this ad. Send resume with 
letter to: 
Box 27J 279, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


MOLENE 
Editors... pesetonnanctsaneeia’ Public Relations 
Copywriters Gesteeneccnencetia Advg. Managers 
Artists... Media. Production...... Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chge 3 


WANTED PART TIME 
ADVERTISING REPRESENTATIVE 
Prefer retired executive. Not commis- 
sion job. Territory Pacific Northwest. 
Work consists of contact with business 

xecutives onl 
s Box 27R 98, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ARTIST WHO LIKES TO 
HUNT AND FISH. 

Small Minnesota agency “needs artist 
capable of catalog quality line drawings 
—some photo retouching and airbrushing 
—entirely in field of hunting, fishing, 
camping equipment—must know use of 
this equipment well—town of 6000—in- 
formal agency atmosphere—excelient 
company benefits—the boss insists that 
you go hunting and fishing often—No 
fancy, long-winded resumes, please! Just 
tell us your age, marital status, how 
much money you want, how much hunt- 
ing and fishing experience you've had, 
and send us a few samples of your 
work. We have not fired an artist—we're 
simply expanding. Address: Box 168, 
Waseca, Minn. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 17-1991 Chicago 


SPACE BUYER 
Chicago office of prominent 4-A agency 
has an exceptional opening for a young 
(25-30), experienced media man. Should 
have good background in print media. 
Write giving complete resume and salary 
requirements 
Box 1706, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

PUBLICATION GENERAL MANAGER 
To assume full charge of mechanical, 
circulation, editorial, and advertising de- 
partments of a local publication with na- 
tional potential. Readership much above 
average in educational, professional, in- 
come and intellectual levels. Commercial 


and editorial policies of publication un- 
compromising and must remain so. Cur-| 
rent content: the fine arts exclusively. 
Plans for considerable editorial expan- 
sion in the fine arts and the humanities 
Current paid circulation: 18,500. No paid 
advertising to promote circulation has 
been used in the past. Manager will be 
required to stand publication on its own 
feet rather than remain the tangential | 
operation it is now. Salary will depend | 
entirely on applicant's qualifications. 

Only highly experienced applicants with 
appreciation for the fine arts need apply. 

Please send details of background and 
salary requirements. Replies will be 
handled confidentially. 

Box 1686, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 77-2255 


Growing advertising agency has job as 
assistant to media director for aggressive 
young man with experience in time and 
space buying. Opportunity to succeed 
present media director. Salary open. 
Write, giving full details your experience. 
Box 1705, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 
Advtg. Designer for mfr. ... satel 
Advtg. Mgr., Capital Equipment . 
Market Mgr., Hotel-Rest exp 
Export Sales Promotion Asst 
Copywriter, Medical exp. .. 
Advtg. Asst., Agricult'l exp. 
Advtg. Asst., Chemical exp. ... 
SHAY EMPLOYMENT AG 


cy 
55 East Washington Chicago 2, Ill. 


»19s7 40,429 


POSITIONS WANTED 


SPACE SALESMAN, N.Y. Area aggressive 
producer, 6 yrs diversified media exp. 32. 
Box 1617, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FREE LANCE COPYWRITER--CHICAGO 
Open for adv. & sales promotion jobs, 
all products, all media. Hard or soft sell. 
Comes thru in the clutch. Sensible rates. 
Call EUVelid 6-1558 after 6:00 P.M. 


MERCHANDISING 
Age-31. 8 yrs. experience in Sales pro- 
gramming, administration and promotion 
with non-food specialty product in na- 
tional distribution thru food brokers. 
Present pos. Asst. to V.P. Sales and Adv. 
$12,000 min. 
Box 1687, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
IF YOU ARE AN ADVERTISING MAN- 
AGER OR AN ACCOUNT EXECUTIVE 
who wants an assistant with a media 
background (2 years experience with 
large 4A agency working as assistant to 
the Media Director on blue chip package 
goods account), write this college grad, 
veteran. 
Box 1688, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


HOUSE ORGAN EDITOR & WRITER 
L.A. area. Ten yrs. exp. Available part 
time for wrtg., editing, producing your 
magazine. P.O. Bex 8731, L. A. 8, Calif. 


ART DIRECTOR 19 years agency and stu- 
dio experience with top national accounts. 
Major in appliance, industrial and food, 
Space, Collateral and TV. Will relocate. 
Box 1689, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADMINISTRATIVE TROUBLE SHOOTER 
Ambitious, creative, tremendous drive 
& potential seeks employer with chal- 
lenging problems in Management or Ac- 
counting: in budget, costs, procedures; 
payroll, auditing, taxes; IBM; suggestion 
& work simplification programs; statis- 
tics, utilization of personnel & equip- 
ment; analysis of operating costs & fi- 
nancial statements; position analysis; 
organization analysis, graphic presenta- 
tion; employee relations; training cours- 
es; employee publications; employee 
recreation; sales promotion, media re- 
search, market planning. Diversified exp. 
includes oil, automotive, hotel & restau- 
rant, import/export, entertainment & 
premium merchandising. HO 3-6785 (LA) 
Box 27 J 312, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


I'M LOST IN THE “MARKETING-MIX” 
Find me and you'll have an Asst. Ac- 
count Executive with top management 
potential. 3years marketing & research 
experience on national package goods 
accounts at major 4A shops. Young, mar- 
ried, A.B.—Leading University. 
Box 1690, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


INDUSTRIAL ADV. & SP MGR 
ACCT. EXEC. 
12 yrs intensive industrial marketing ex- 
perience: program planning, budgeting, 
|} administration; product, market, media 
analysis; technical copy; company-agency 
liaison. Thorough knowledge OEM: avia- 
tion, automation, electronics, instrumen- 
tation, machinery, metals, nucleonics, 
MRO supplies, etc. BS—Engrg. Me¢et., 
MBA—Indl Advtg., PhD cand.—Indl. 
Mktg. Age 38. Desire broader responsi- 
bilities leading to mktg. mgt. 
Box 1691, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EXPERIENCED SPACE SALESMAN 
with solid background in newspaper 
space sales desires bigger opportunity 
with magazine, trade paper, rep. or print- 
ing firm. Age 26, excellent record. ter- 
view at your convenience. 

Box 1692, ADVERTISING AGE 

200 E. llilnois St., Chicago 11, Illinois 


CREATIVE COPYWRITER 
Looking for creative copy that sells? My 
copy comes right out of the consumers’ 
boots where I put myself when I write it. 
Retail, consumer and industrial experi- 
ence. I understand client problems be- 
cause I've been an ad manager. And I 
can provide your agency with a valuable 
client service that requires no overhead. 
Salary? Real opportunity is more impor- 
tant. Am 31, married and available now. 

Box 1693, ADVERTISING AG 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED ’ 


BUSINESS OPPORTUNITIES 


WANT CHALLENGE—NOT POSITION 
Space sales or contact and new business | 


|chaser for medium-sized agency. Exper. 
includes hard-soft lines selling plus sales 


pro-field mdsing. followed by space sales 
major consumer (top ten) magazine. “. 
, family, B.S degree, excel. refs., will 
re-locate if needed 
Box 1699, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL ADVERTISING MANA- 
GER will trade 6 years intensive experi- | 
ence with adv. campaigns, sis. lit., ext. | 
hse. org., publ., photog., & prod., for 
challenging position in agency or com- 
_. Vet., 30, married, college grad. 

er Milwaukee-Racine area. 

Box 1695, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BUSINESS MGR * ACCOUNTANT—Pace 
Grad @ 40 Married. Financial State- 
ments, Budgets, Cost Analysis, ba 
ing, a. Salary $8,000 Re- 


nox 1696, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

AVAILABLE JAN. 1-AGCY. OR CLIENT 
Top creative-contact exec. Solid, thought- 
ful, experienced—mature—no ‘‘Hot-Shot.” 
20 yr. + comprehensive background. No 
“opportunities” please. pwd only with 
personal interview. $20,000 m 

Box 1697, ADVERTISING ‘AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALESWOMAN 
Fine record of selling space on national | 
magazine. Backgrourid includes 10 years) 
agency, 2 years in sales. College. Crea- | 
tive, intelligent, reliable. Excellent con- | 
tacts, references. Currently employed in 
sales capacity but desires to move into 
stronger oe. 

1698, ADVERTISING AGE 
200 E. "illinois St., Chicago 11, Illinois 


MR. SALES MANAGER 
MR. AD MANAGER 

If you need a good right arm the services 
of a versatile, flexible man will soon be 
available. Tangible and intangible sales 
exp. with ability to come up with the 
tools needed to help solve your problems. 
Age mid-30, family man, will travel, self- 
eee, not afraid of work. 

Box 1700, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


I'M LOOKING—ARE YOU? 
Top-flight creative idea man—10 yrs. ex- 
perience in all phases of agency opera- 
tion—heavy on TV, radio commercial 
writing, production and client contact. | 
Strong Retail Background. Early thirties, 
married. king for a “home” in a fast- | 
moving-progressive Chicago agency! 

Box 1707, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REP OPPORTUNITY—NEW 
BOATING TRADE MAGAZINE 
“Western Marine Dealer”, 15M minimum | 
audited circ. starts Jan. 59. News format, | 
24-time schedule, i-time B&W page| 

around $400. Will cover everyone 

boating business 11 Western States, W.| 
Canada, Alaska and Hawaii. Also, a ma-| 
rine weekly to sell in combo. Interested | 
in NYC, Chicago, Texas-to-Florida rep- | 
resentation, straight commission basis. | 
We'll help with leads. Tell me why you! 
can do a job for us. John Haydon, Ma-. 
rine Digest, 79 Columbia, Seattle 4, Wash. 


J 
| 
REPRESENTATIVES WANTED | 


Chicago advertising representative who 
travels midwest, who has time and desire 
to handle additional laboratory journals. 
Guaranteed income; possibilities un- 
limited. 
Box 1704, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


EASTERN ADV. REP! 

Not interested in fly-by-nights or puff 
sheet artists. Solid background dictates 
otherwise. Rep one mag. Interested only 
one other (consumer or trade). 23 years 
experience (started in rompers) (mainly 
executive). Maintain own NYC office. 

ill guarantee sales results for right 
magazine and publisher. 

Box 1701, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SPECIAL EDITIONS—ONLY! 
West Coast Staff Specializing in Space 
Sales for Annuals, Special Editions & 
Directories, available on comm. basis, 
P.O. Box 652, Beverly Hills, Calif. 


$300,000.00 CASH 
available for purchase of Magazine > 
Must be profitable. Confidential. J. 
Reardon Co. 469 E. Ohio S&t., Chleare 
Superior 71-1856 


WANTED—Buyer with advertising know- 
how fer offset weekly newspaper exclu- 
sive in area size of Delaware in Western 
Colorado. Good shop help. Excellent cli- 
mate, fine hunting, fishing skiing. $12,- 
000 down. 
Box 1702, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| ARTIST—wide gen. exp., wants to rent 


furn. offc., tel., from agency or other hav- 
ing some art work. Has own accts., will do 
your layout, +9 prod., free lance. Exc. 
prop. for rt. part good loca tion. 
Box 1703, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
HOUSE FOR SALE 
MELROSE PARK, ILLINOIS 
Conv. to all Chicago. 7 lge. rms., 3 B.R., 
2% baths, 2%-car garage. Spacious lot, 
creek loc. Complete kitchen, built-in 
apps. By owner. Filmore 5-4569 


MADISON -53rd St OFFICE to share with 
traveling photog. Large air cond. space 
perfect for AD, writer, Art Rep, etc. 
With or without sec. service. Available 
now. Write or call Charlies E. Rotkin 
13 E. 53rd, NYC. Pl-3-7464 


Agricultural Artist 


®@ Top flight, experienced in all phases 
of agricultural art for Midwest 4-A 
agency. 

@ Must know and draw livestock and 
poultry accurately. Knowledge of farm 
procedure and implements essential. 
Some finished art and crisp layout 
rendering. 

© Excellent working conditions, bene- 
fits, etc. Write stating salary required, 
background and experience. 


Samples will then be requested and re- 
viewed before interview. 


Our employees know of this ad. 


Box 195, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HOMES on 
Chicago’s North Shore 


We are specialists in executive-type 
homes on Chicago's attractive, de- 
sirable North Shore. We have 
helped dozens of men in the adver- 
tising business wn 4 and sell homes 
in the area including Wilmette, 
Kenilworth, Winnetka, Deerfield, 
Northbrook, Glenview, and North- 
field. Whether you are interested 
in a home on the North Shore now, 
or at some later date, be sure to 
check with us first for personalized 
“soft sell” service to help you find 
exactly the right place for you. 


1034 Waukegan Rd. 
Northbrook, 
IMinois 


REALTY 


COM 


Frome 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


Personable, young man with years of 


E. Illinois St., Chicago 11, Ilinois. 


ADVERTISING PRODUCTION MANAGER AVAILABLE 


advertisers. Capable, ambitious and familiar with ail phases of production, 
art, photography, printing and typography. Box 194, ADVERTISING AGE, 200 


experience with the nation’s leading 


CREATIVE ADVERTISING ARTIST 
Fast, efficient, versatile. Ideas, layouts, 
comps, finished art. Capable of art oT 
tion. Prefer St. Louis area. Salary $7 M 

Box 1694, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


programs. 


Age, 200 E. Il 


OUTSTANDING CAREER OPPORTUNITY 


Assistant to Advertising Manager 
of Prominent National Advertiser 


We're looking for a man between 30 and 40 for this opening 
in the Advertising Department of one of our major clients. 
He should have a broad background in advertising and sales 
promotion work—preferably in the travel field. 


Creative abilities and knowledge of atveryoins production 


are necessary, for he will be a key man in 
headquartered company’s advert and promotional 


If you feel you are this man, please mail brief but com- 
plete og gt ew your qualifications to Box 196, Advertising 
ois, Chicago 11, Illinois. 


this Chicago- 


ACCOUNT 
EXECUTIVE 


Large Chicago 4-A advertising agency 
wants experienced account executive 
for major national food account. Be- 
tween 30 and 40 years old. Presently 
working on a food account, or has a 
past record of achievement in this 
field. Must be ready to produce from 
the first day. Salary in line with ability 
and experience. If you measure up, 
write in full confidence, stating salary 
required, and why you are the right 
man for the job. 


Address Box 197, ADVERTISING AGE, 
200 E. Ilinois St., Chicago 11, Illinois 


PUBLIC RELATIONS 
DIRECTOR 


Internationally-known multi-plant man- 
ufacturer seeks top-flight executive to 
supervise P/R function. This assign- 
ment is one of tremendous magnitude 
and requires a man with a national 
reputation. Must provide leadership 
and administrative qualities at policy- 
making level. History in automotive 
industry, or related field necessary. 
Salary open. 


If your background is truly outstand- 
ing, contact me in strict confidence. 
George E. Pyikas 
Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S. State St. + Chicago + WA 2-4800 


Advertising Age, July 28, 1958 


PUBLICATIONS 
OUT OF THE WEST COAST 


Business, professional, hobby and 
special interest publications—both 

nationals regionals—published 
in Californias Washington and Ore- 


| we each month by writing AA’s 
classified representatives: 


Leos Angeles 8, Calif., AXminster 2-0287 
I 


Sell the Vast West Coast 
AUTOMOTIVE MARKET 


through its leading trade paper. 
Advertise where the orders are signed! 
AUTOMOTIVE DEALER NEWS 
1700 West 8th St., Los Angeles 17, Calif. 
ALSO: PACIFIC OIL-MOTIVE MAGAZINE 


bag the Class Market of the West 
the Class Ly for RESTAU- 
RANTS- best sales- 
man is the ea itself. So, just ask 
for a sample copy (and rate card) of 
WESTERN HOTEL & RESTAURANT REPORTER 


(A Western Business Publication Since 1874) 


& tauran' 
3723 Wilshire Bivd., Les Angeles. 
DUnkirk 8-2981 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write Irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (DUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) is now off the 
press. 


Re 
WESTERN AGRICULTURE 1S Spesialined 
BIG BUSINESS 
LIVESTOCK / DAIRY / CROP PRODUCTION 
Yow cun SELL to each specialized group or to af! three thru: 


IF your market includes administrative 
and technical personnel in these labs: 
Hospital, private clinical, public health, 
research, commercial— 
THEN you will want to know more about 
LAB WORLD 
“The National Newsmagazine of the 


y — 
Write for sample copy, to 
LAB — 672 8. Eaiayette ‘Park. Pi. 
Angeles 57, Calif. 


8,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
“ Agency Commission 
25 Wilshire Bivd., Los Angeles 57, Cal 
Frank M. Cohen, Adv. Mgr., HUbbard tee 4h 


More than 
13,000 
Engineers 
In the Los Angeles area 
subscribe to, and read, the 
Engineer of Southern California 

626 N. Garfield Ave., Alhambra, Calit. 
Usual agency discounts. Need reps. 


World’s No. 1 Sports Car Bi-Weekly 


WTR ons 


P.O. Box 1127, Culver City, Calif. 
Data, sample conten on request 
aneace To orts Car Market! 


ead by ASR, ans, Drivers, etc. 


ir on iy pe | to get Concentrated Cover- 

California’s Fastest Growing in- 

duct. 2nd Largest Dollar By _ In 

ount Bu n- 

quiries inv ted from Agoncles- Advertisers. 
Media Reps. 


RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
MUtual 4953 


Aetensiive A Journal ef 


ARVILE PUBLISHING co. 
“Beverly Blvd Los Angeles 
Telephone WEboter 6-5143 
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———_—_—___—_. 
MKTG. EXEC., agency. Real 


PR. I man. $12-$15M 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 

110 S. Dearborn CE 6-5353 


Chicago 


PUBLISHER’S REP 
for New England 


This man can sell. His record for 
producing year after year has proven 
it. He knows New England inside 
out - . most of its agencies, 
many of its advertisers. Wants a 
good solid book where his ability 
and effort will pay off for both 


tims in this class were the Boston 
Post (1956), Los Angeles Daily 
News (1954), New York Compass 
(1952), St. Louis Star-Times 
(1951), New York Star (1949), 
Minneapolis Times (1948) and 
Philadelphia Record (1947). 


= In the same 28-year period 238 
daily newspapers left the field to 
become weeklies or semi-week- 
lies. 745 new daily newspapers 
were started in that period. ANPA 
records showed that at the end of 


Cincinnati Becomes One-Owner Town 


trust. In June, 1952, Judge Bo- 
litha Laws awarded the Enquirer 
to its employes, who bought it for 
$7,600,000 (AA, June 9, ’52). 
Cincinnati had been a three- 
newspaper city since 1933, when 
the Cincinnati Sentinel stopped 
publication. Two years before, the 
Cincinnati Commercial Tribune 
was absorbed by the Enquirer. + 


Reach, McClinton 


J) 05194 dealers soon, 
ff) 
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Julian Braun, who resigned to join 


marketer, not just agency $25-$30M George Jackson Co., New York 
2 ART DIRECTORS, different typographer. 
scsounte, Originality prime: . ; 4 
sacs os las Scripps-Howard Gets “‘Times-Star Green Spot Moves 'o Meany 
SR. SLS. PROM. Writer.” i green Spot Inc., Los Angeles, 
agency. Appliances. to $15M + (Continued from Page 3) the Enquirer was controlled by a which markets citrus concen- 


trates, has appointed Philip J. 
Meany Co., Los Angeles, to han- 
dle its advertising. Honig-Cooper, 
Harrington & Miner resigned the 
account because of a conflict with 
Squirt, which was acquired when 
Gene Harrington joined the agen- 
cy. The Meany agency had previ- 
ously handled the account from 
1937 to 1951. Before the merger of 
Dan B. Miner Co. and Honig- 
Cooper, Green Spot had been 
with Miner since 1955. Immedi- 
ate plans call for a heavy push for 


publisher and himself. Complete 


a new dairy-distributed fruit 
résumé and recommendations. Write 


punch. 


1949, there were 1,944 dailies in 
the U.S. At the close of last year 
the number of dailies had dropped 
to 1,755. 


LOTS—18 dealer-listing ads in Chi- 
cago area newspapers in 30 days, 
starting July 24, will provide the 
initial push for a contest by Gray- 
bar Electric Co., Chicago, Norge 


Billings for ‘58 


Box 191, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


Heintz Gets Tunies Inc. 
Breast O’Chicken Tuna Inc., San 


8 David S. Ingalls, publisher of 
the Times-Star, disclosed that the 


MARKETING AND ADMINISTRATIVE 
EXECUTIVE 


A proven administrator, planner and mar- 
keting expert is interested in acting as 
marketing or merchandising manager for 
several small or medium size ad agencies 
or companies in the Philadelphia area. 
Market research, product analyzer, and 
new product merchandising a specialty. 
Experience ranges from consumer goods 
to industrials. Box 193, Advertising Age, 
480 Lexington Ave., New York 17, N. Y. 


newspaper had lost money since 
1952, and added that the losses 
had increased steadily to a point 
where they amounted to more 
than $1,000,000 for the fiscal year 
ended March 31, 1958. 

“There appeared no prospect of 
these losses being reduced, rather 
they seemed likely to increase,” 


Wanted: 


Account 
Executive 


Long-established, fully recognized, 
financially strong, moderate sized 
agency, Madison Avenue address, 
is seeking an account executive 
with billing, who should be of part- 
nership caliber. Write for appoint- 
ment. Our staff knows of this ad. 
Box 192, ADVERTISING AGE, 480 
Lexington Ave., New York 17, N. Y. 


- BACON KNOWS 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
bianketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No.56 
“How Business Uses Clippings’ 
BACON'S CLIPPING BUREAU 
14 E. Jackson Blvd., Chicago 4, Mlinois 
WAbash 2.8419 


Mr. Ingalls said. Hulbert Taft, 
chairman of the Times-Star, op- 
posed the decision to sell, Mr. In- 
galls added. 

The combined newspaper will 
be published in the Times-Star 
building, which has been leased 
by the Post for 10 years. The 
transaction did not affect WKRC 
and WKRC-TV, which are owned 
by the Times-Star Co. 


= C. W. Starbuck, who was known 
as the “fastest typesetter in the 
West,” founded the Cincinnati 
Times in 1840. The Times was 
combined with the Evening Star 
in 1880. The late Charles Phelps 
Taft became principal stockholder 
of the combined venture, and re- 
tained control until his death in 
1929. 

The “Taft paper” had the high- 
est circulation 
many years, but at the end its cir- 
culation of 149,443 was good for 
only third place, ranking behind 
the Enquirer (203,675) and the 
Post (157,695). 


s The Times-Star probably would 
be alive today had it not been for 
the decision of a federal court 
judge six years ago. Early in 1952 
the Times-Star purchased the En- 
|quirer for $7,500,000 (AA, Feb. 18, 
52) but the sale was opposed by 
employes of the Enquirer, who 
wished to acquire the property 
and conducted a fund drive to buy 
it. 

The Enquirer’s purchase by 
the Times-Star was subject to ap- 
proval of the U.S. district court of 
the District of Columbia, because 


in the city for| 


Hit $15,685,000 


(Continued from Page 3) 
so important to the nation’s econ- 
omy, operates on such a meager 
return. It is time the advertising 
agency business took the initiative 
and began to show people the oth- 
er side of the coin.” 

Mr. Reach announced his agen- 
cy’s billings here following a stock- 
holders’ meeting yesterday in New- 
ark. 

Reach, McClinton was previously 
known as Reach, Yates & Mattoon. 
In July, 1956, Henry A. (Ham) 
Mattoon resigned, following James 
Yates by several months. Mr. 
Yates, who had been exec vp, 
moved to Leo Burnett Co., Chica- 
go, while Mr. Mattoon joined Mc- 
Cann-Erickson as vp and chairman 
of the marketing plans board. 
Prior to December, 1953, when the 
Reach, Yates & Mattoon triumvi- 
rate was formed, the shop was 
known as the Chas. Dallas Reach 
Co. 


# Mr. Reach retained the Reach, 
Yates & Mattoon name until March, 
1957, when H. L. (Hay) McClinton 
resigned as president of Calkins & 
Holden to become president of 
Reach, McClinton & Co. and Mr. 
Reach moved up to board chair- 
man. With Mr. McClinton came the 
$5,000,000 Prudential Insurance Co. 
account. 

Other Calkins & Holden person- 
nel who made the switch included 
Robert W. Robb, vp and account 
supervisor of Prudential, who yes- 
terday was elected a director of 
Reach, McClinton; Thomas Crolius, 
account executive on Prudential, 
and Philip M. White, who had been 
manager of Calkins’ Chicago office. 

In addition to Mr. Robb, the fol- 
lowing were elected directors of 
Reach, McClinton: Daniel M. Bern- 
heim, account executive; Alfred 
Goldman, copy director; Werner 
Michel, radio-tv director; William 


C. Pank, vp; Francis R. Risley, 


Ce 


ay 


NEW YORK 36, N. Y. 


SS Rs beet RE Raa 


SOOO, ogi peetgnat saat ere. 


Sil. alia a iti nen i, we 


NOW! 


You Can Use 


ONE ECONOMICAL PUBLICATION 


To Reach More Than 


31,000 VOLUME BUYERS of VARIETY MERCHANDISE... 


Buying For 


76,000 RETAIL OUTLETS... 


Including: 


Variety Stores, Drug Stores, Supermarkets 
And Other Fields 
GET ALL THE FACTS! CALL! WRITE! NOW! 


_ VARIETY PRODUCTS REPORTER 


75 WEST 45 STREET 


* PHONE: Circle 5-1655 


ocean pias 
“ 


ini 
ja a 


The First and Only Complete Monthly Guide 
To NEW VARIETY PRODUCTS, PACKAGES, 
AND PROMOTIONS, in @ handy, quick-read- 
ing departmentalized format guaranteeing 
top readership by volume buyers of these 
products: 

* Housewares, Hardware + Notions * Sta- 
tionery * Toiletries, Cosmetics * Toys, 
Games, Books * Dry Goods, Apparel 
¢ Garden and Outdoor Equipment * Other 
Variety Merchandise * Store Equipment 


executive, 


scotch, Old 


distributor. Rothbardt & Haas Ad- 
vertising, Chicago, is the agency. 


senior vp; Howard E. Sands Sr., 
account 
Reach and McClinton. + 


and Messrs. 


Ramm Joins Van Munching 

Edward W. Ramm, formerly an 
assistant advertising manager of 
Schenley Distillers Co., has joined 
Van Munching & Co., New York, 
liquor importer, as manager of its | 
advertising and sales promotion| 
department. He will be responsible | 
for advertising of Heineken’s Hol-| 
land beer, Whitbread’s English ale, 
Mackeson’s English stout, Queen} 
Anne 
Heidsieck Dry Monopole cham- 
pagnes, and other products import- 
ed by the company. He succeeds 


Gentry gin, 


Diego, has appointed Heintz & Co., 
Los Angeles, as the agency for its 
affiliate company, Tunies Inc. The 
agency will handle advertising and 
marketing of the new tuna prod- 
uct nationally. 


at MN OEE oe Bias SE, 
IMPRINTING 


@ TABLOIDS 
@ FOLDERS 
@ NEWSPAPERS 
@ MAILING PIECES 
@ MAGAZINES 
@ POST CARDS 
We imprint all types of litera- 


ture in any quantity and ship 
to arrive on schedule. 


Shipping from Cleveland saves 
WRITE: you time and money 


The RALPH J. BISHOP Co. 


2000 SUPERIOR AVE. + CLEVELAND 14, OHIO 
CALL: PRospect 1-6220 


| 
| 


ADVERTISEMENT 


Glenda the beautiful secretary 


“When the boss says ‘We think . . .’, that means he’s talked it 


over with me.” 


No doubt about it. Secretaries do have a voice in a lot of office 
decisions—especially in the selection of equipment they’re going 
to use. Typewriters, dictating machines, office furniture—all 
sell better when they’re pre-sold to the 145,000 secretarial 
eareer women who subscribe to... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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Bryan Houston Bows Out of Colgate’s 
Agency List After Losing Ajax Slice 


(Continued from Page 1) 
were said to be responsible for the 
projected increase. 

In the Cashmere Bouquet line, 


Houston had a soap, tale and lesser|on the market, is still not adver- 
lip- | 


items such as face powder, 
stick, lotion and Brilliantine. The 


tale, reportedly the leader in its|to have been any Vel Beauty Bar 


field with almost 50% of food 
store rack jobber sales, billed 
about $300,000 at its peak. The! 
rest of the appropriation was vir- 
tually all for the soap and the tv 
show. 

At its height, Cashmere Bou-| 
quet soap had almost 8% of the 
market. Today it has less than 
4%%, apparently is still slipping 
under the onslaught of new prod- 
ucts. It’s been observed that Cash- 
mere Bouquet was 
last to bring out a colored bar 
and a foil wrapper. 


s Agency officials point to a “bas- 


ic disagreement on marketing and | 


product policies” as the reason 
for bowing out of the Colgate pic- 
ture, but this is evidently not the 
whole story. For one thing, there 
have been reports that advertising 
decisions are harder to obtain un- 
der Colgate’s new divisionalized 
setup than ever before. 

Agencies must still get the final 
okay from Mr. Little but it takes 
a long route to get to him. One 
man observed recently, “There 
are times you hardly recognize 
what you started out with by the 


time it gets to E. H. Everyone) 
along the line has the authority to | 


say ‘no’ but mo one can say) 
‘yes’,” he added. 

Then, because of the presence 
of such sharp soap hands as 
President William Hillenbrand—a 
15-year P&G veteran before join- 
ing Bryan Houston—and Joseph 
Scheideler, exec vp, who long 
rode herd on Manhattan Soap 
Co.’s Sweetheart brand—yet oddly 
enough never worked on Colgate 
after joining Houston (Nescafe 
was his assignment)—it was as- 


sumed by some that once it lost| 


Ajax the Houston agency would 
throw Cashmere Bouquet back 
into the pond and go out after a 
big competitive soap account. 


= By casting out Cashmere, Bry- 
an Houston becomes the third 
agency in less than two years to 
resign multi-million dollar Col- 
gate billings. Last fall saw 
Brown & Butcher (then Carl 
Brown Co.) resign some $3,700,000 
in Halo and Vel Beauty Bar bill- 
ings. William Esty Co. abruptly 
kicked over the Colgate traces in 
August, 1956, on more than $10,- 
000,000 in Fab, Vel, Brisk, Rapid 
Shave and other brand billings. 
In August, 1956, Houston lost 
Colgate’s Veto deodorant, which 
went to Norman, Craig & Kummel. 

The agency says it does not ex- 
pect to release any employes as 
a result of the resignation. 


# Some observers feel that Col- 
gate was resisting repeated at- 
tempts by the agency for product 
changes, and for sampling and 
couponing operations similar to 
those practiced by the two other 
soap giants, Procter & Gamble 
and Lever Bros. Colgate report- 
edly took about two years re- 
working Ajax to make it compet- 
itive with P&G’s  fast-coming 
heavy-sampling Comet. During 
this time, Ajax dropped from 
about 54% of the entire market to 
the point where it is now battling 
neck-and-neck with Comet for 
only a one-third share of the mar- 
ket. 


s In the bar soap field, say some 
observers, Colgate is being equal- 
ly laggard. While combination 
soap-detergent bars like P&G’s 


among the) 


a a ee: 


|Zest and Lever’s Dove have 
moved into national distribution 
land advertising, Colgate’s Vel 
| Beauty Bar, after several years 


tised nationally. 
| In fact, there does not appear 
jadvertising at all in 1958. A new) 
| Colgate combination bar, presum- | 
ably to be handled by McCann- | 
|Erickson, is apparently slowed up 
lin the research labs. 

| 


|s Further, the company has only 
| lately acknowledged that it is in- 
|terested in acquisitions or diver- 
sifications to beef up its opera- 
|tions. Meanwhile both Lever and | 
P&G have already made expan-| 
sions and purchases. 

Last week, Colgate published a. 
very healthy financial statement) 
showing record six months sales | 
of $265,446,000 and _ increased) 
earnings. There was no royal 
down between domestic and | 
ternational sales, an area where 
there have been very a fever of} 
differences in the past in favor of 
|its foreign business. | 


made a heavy across-the-board | 
cutback on print advertising| 


not be confirmed today. In addi- 
tion, it is believed that some) 
new agency-product realignments | 
were in the works before the) 
Cashmere Bouquet resignation. 

Expectations are that the new| 
Cashmere Bouquet agency will | 
be named _ considerably before | 
|Houston’s effective date of resig- 
nation, Oct. 22. + 


Ei Sst 


John L. Bricker 


Bricker Is Named 


OAI Exec VP 


(Continued from Page 1) 
here that no action on naming a 
successor to Mr. Moore will be 
taken until about the first of the 
new year. In the meantime, Mr. 
Bricker will take over as operating 
|head of the organization. 


= Mr. Bricker resigned last winter 
as vp in charge of marketing of 
Whirlpool Corp., St. Joseph, Mich., 
and joined K&E in charge of its 
West Coast operations March 3 
(AA, Feb. 17). 

Before his association with 
Whirlpool, Mr. Bricker was direc- 
tor of merchandising for Colgate- 
Palmolive Co. He joined the com- 
pany in 1946 after having seen 
service during World War II in the 
Pacific theater of operations as a 
captain in the U. S. Marine Corps. 


s Mr. Bricker is 39, was born in 
Boone, Ia., and was graduated 


from the University of Minnesota. 
He is a director of the Home Im- 
provement Council, and a member 
of the radio committee of the 
American Assn. of Advertising 
Agencies. # 


| tough-minded 


| the 


|president who has his own ideas 


PARTING—Shown at the signing of 


D'Arcy Will 


the Studebaker-Packard, Curtiss- 
Wright pact two years ago (AA, Sept. 3, 56) are Harold E. Church- 
ill, S-P president, and Roy T. Hurley, C-W chairman and president. 


Take Wheel 


f Studebaker-Packard 


(Continued from Page 1) 


to exercise the option. 
As a result, Studebaker-Pack- | 


|with Curtiss-Wright until August, 
1959. This agreement has given 
|Curtiss-Wright policy control over 
S-P production and marketing. 
It is no secret in automotive 
circles that the big decisions at) 
Studebaker-Packard have been 
made for the past two years by 
Roy T. Hurley, the ebullient, 
president and 
chairman of Curtiss-Wright. 


|@ It was Mr. Hurley who dictated | 
move to Burke Dowling) 
Adams last year. A company 


on advertising, Mr. Hurley did not 
see eye to eye with the previous 
agency, Benton & Bowles. 

The conflict came to a head in 
April, 1957, when Benton & 
Bowles abruptly resigned the ac- 
count, charging Curtiss-Wright 
with a “complete lack of under- 
standing of the agency’s role.” 

Mr. Hurley promptly moved the 
$5,000,000 account to Burke Dow- 
ling Adams, an agency long as- 
sociated with Curtiss-Wright. 
Burke Dowling Adams left Cur- 
tiss-Wright in 1939 to open his 
agency in Montclair, N. J. His 
first client was Curtiss-Wright. 

Mr. Hurley has continued to 
pay close attention to Studebaker- 
Packard advertising. The austere 
black-bordered ads the company 
has been using follow his think- 
ing. He has also dictated the me- 
dia selection. 


@ Magazine and radio-television 
salesmen would not be unhappy 
to see Mr. Hurley depart from the 
scene. A_ strong proponent of 
newspaper advertising, he has in- 
creasingly channeled S-P’s adver- 
tising into this medium. 

In 1957, Studebaker-Packard’s 
expenditures in magazines de- 
clined from $2,157,678 to $442,- 
820. Network television expendi- 
tures were chopped from $1,322,- 
888 to $103,062 and the investment 
in spot tv was decreased from 
$653,210 to $54,420. Newspapers 
got $4,804,199 in 1957. 

The S-P management people 
here are reportedly satisfied with 
the Burke Dowling Adams opera- 
tion. However, they are under- 
stood to feel that a break with 
Curtiss-Wright should be accom- 
panied by a clean start in the ad- 
vertising agency assignment. 


s AA was told that at the time 


|D’Arcy is appointed, there is a) proportionate 
The company is thought to have | craft company has decided not) possibility of Burke Dowling| works in their relationships with 


|Adams retaining some portion of 


the account, which includes ad-| 
earlier this month but this could/ard is expected to terminate the/|vertising for Studebaker trucks, 
| management agreement that runs| 


the imported Mercedes-Benz line 

and export. The Mercedes-Benz 

billing is around $400,000. 
Studebaker-Packard, in the red 


|for some time, got $35,000,000 of 


working capital in 1956 when it 
|leased two of its plants to Cur- 


tiss-Wright and assigned its de- 


fense work to the aircraft engine 
manufacturer. 


® A story in the Wall Street Jour- 
nal last week reported that S-P 
is now negotiating new financing, 
from.an undisclosed source. 
Studebaker-Packard, which will 
end its 1958 production run to- 


morrow, will bring out its new) 
It will be a) 


line in November. 
much shorter line—Packard has 
been discontinued—and it will 
feature a new economy car on 
which the company is banking on 
to pull it out of a tailspin. 

The company is now down to 
less than 1% of the automotive 
market. 1958 production through 
the week ended July 19 totaled 
20,463 Studebakers and_ 1,673 
Packards, compared to 34,854 and 
6,105 in the same period last year. 
Studebaker truck output in the 
same period declined from 6,294 
to 3,406. 


s Burke Dowling Adams became 
the “Cinderella” agency of 1957 
when it landed Studebaker-Pack- 
ard and nearly doubled its billings 
overnight. It billed about $6,500,- 
000 in 1956 and $10,860,637 in 
1957. In 1958, when it expected 
to collect full-year billings on 
S-P, it started the year billing at 
the annual rate of $17,000,000. 

In addition to Curtiss-Wright, it 
services Scandinavian Airlines, 
Delta Airlines, Varig Airlines, Air 
Express and Southern Bakeries, 
among others. The headquarters 
office, where Mr. Adams is locat- 
ed, is in Atlanta. + 


ABC-TV Adds Sponsors 

ABC Television, New York, will 
add three new sponsors this fall 
to its daytime “Dick Clark Band- 
stand.” General Mills (Dancer- 
Fitzgerald-Sample) and Welch 
Grape Juice Co. (Richard K. Man- 
off) have purchased alternate week 
segments and Luden’s Inc. (J. M. 
Mathes) weekly segments. B. F. 
Goodrich (McCann-Erickson) has 
signed for segments of ABC-TV 
“Mickey Mouse Club” and “Walt 
Disney Presents Adventure Time” 
beginning March, 1959. 
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FCC Net Hearings 
End with Hassle 
on Ownership Rules 


(Continued from Page 1) 
markets. 

Questioning on ownership rules 
upset the hearing schedule so 
jbadly on the third day of Dean 
Barrow’s testimony, that commis- 
sion members finally decided to 
by-pass oral discussion of the re- 
mainder of statement the network 
study group had prepared. It 
‘dealt with spot representation, af- 
|filiation agreements, rates and 
popennee 


. Chairman Doerfer pressed for 
so that chain operators render 
lless distinguished service than 
owners of individual stations. In 
‘handling applications for stations, 
he contended, the commission 
ought to be more concerned with 
| past performance “than the fact 
'that someone happens to have 
some money to invest.” 

Conceding that he may be cast- 
ing himself as the devil’s advo- 
cate, Chairman Doerfer said his 
defense of chain operators may be 
jeven more appropriate in view of 
ithe concern which the network 
, study group placed on the dis- 
strength of net- 


|stations. “If the networks have 
too much power,” he _ argued, 
\“why tear down the multiple own- 
ers who can stand up to them?” 

Dean Barrow countered, “I 
|would not meet restraint by 
building new giants. 

“If you did this,” he said, “may- 
be the boodle would be divided 
differently. But it does not come 
ito grips with problems raised by 
the fact you are dealing with a 
medium of information.” 

He said particularly at a time 
when fewer and fewer communi- 
ties have newspaper competition 
it is vital that ownership of tv 
stations be spread through as 
many hands as possible. If the 
present trend toward multiple 
ownership continues, he com- 
plained, the commission might 
end up in a situation where a 
handful of licensees will be in a 
position to influence the thinking 
of the majority of the people of 
the country. 


s Stressing in particular the com- 
mission’s tendency to favor estab- 
lished broadcasters when new li- 
censes are awarded, or contests 
decided, Dean Barrow observed, 
“The people who have experience 
now didn’t always have it. You 
should not close the door and pre- 
vent new blood from entering the 
industry.” 

When Chairman Doerfer point- 
ed out that the public seems sat- 
isfied with absentee ownership in 
food stores and other big modern 
merchandising organizations, the 
witness snapped, “We are not 
dealing with nails and such stuff 
here. We are dealing with organs 
of opinion.” At another point he 
commented: “There are those who 
tend to minimize the significance 
of television as a force in shaping 
attitudes and values. And in the 
forming of opinions, they tend to 
look upon television primarily as 
an advertising billboard and as a 
source of entertainment. I do not 
stand in this camp. I have a pro- 
found respect for this medium, for 
what it has accomplished in its 
moments of greatness and for its 
potentialities!” 

At one point Dean Barrow com- 
plained that FCC’s transfer pro- 
ceedings make it possible for li- 
censees to select their successors. 
When he sugested that transfers 
be opened to competitive bidding, 
Commissioner Rosel Hyde point- 
ed out that all licenses are subject 
to competitive bidding at renewal 
time, but that there have been 
virtually no instances where com- 
petition has developed. # 
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Rate Policy in Radio and TV Has 
Clients, Agencies, Reps Up in Arms 


(Continued from Page 1) 
against by Oklahoma tv stations 
and newspapers because it was 
an out-of-state company (AA, 
July 10). 

Efforts to clarify the rate situ- 
ation in radio and tv are being 
pressed by four groups: (1) Some)! 
of the big agencies, whose clients | 
are being courted by cut-rate 
barter men and competing agen- 
cies; (2) the Station Representa- 
tives Assn.; (3) the reps, and 
(4) individual stations. 


s A great deal of the trouble 
stems from lack of uniformity. If 
an automobile dealer or a tire 
maker succeeds in getting a local 
rate on one station, he sees no 
reason why he should not fit into 
the same category on another sta- 
tion. And definitions, however 
clear cut, always leave room for) 
honest disagreement. 

The greater the gap between | 
the local and national charges, 
the more disagreement there is 
likely to be. The gap is generally 
pretty wide—say from 20 to 50% | 
more for national than local rates. | 

Among the national advertisers | 
who reportedly have been trying 
to buy spot radio and/or ty on 
local rates recently are Gulf Oil, 
Firestone Tire & Rubber, Ar- 
mour, Swift and Ford Motor Co. 
In many cases, industry sources 
say, they have succeeded in get- 
ting stations to clear at the retail 
rate. Such contracts have some- 
times been negotiated by national 
ad agencies in across-the-desk 
meetings with station manage- 
ments; sometimes they are placed 
locally by a retailer, distributor or 
perhaps occasionally by a local 
agency. 


s “This is our number one head- 
ache,” an Adam Young executive 
told AA. “As competition for 
business increases, this is the area 
in which the local management is 
most likely to give ground.” He 
said the temptation for the station 
manager becomes even greater 
when he is offered a sizable chunk 


of business by a distributor or a 
dealer friend. 

On the agency front, Leslie D. 
Farnath, media vp of N. W. Ayer 
& Son, has assumed a position of 
leadership in what he describes 
as an effort to “clean up” the 
broadcast rate structure on behalf 
of all advertisers. Mr. Farnath 
has gone directly to stations to 
find out what products can, and 
under what circumstances, qual- 
ify for the local rate—if such ex- 
ists. 

He wrote to 
stations to find out: Do you have 
a local or retail card? If you do 
have such a card, how can an 
advertiser qualify for it? Can he, 
for example, qualify if his broad- 
cast schedule is billed locally or 
if he has a local outlet? 


150 radio and tv! 


a Mr. Farnath told AA that he 
undertook this fact finding proj- 
ect because the broadcast indus-| 
try has never had a firm rate 
policy and because one advertiser 
after another learns that some 
other company has been “wheel- 
ing and dealing” and come up 
with a better rate than his. 
Approximately 51% of the tv 
and 34% of the radio stations 
queried by Ayer reported that 
they had a single rate for all cus- 
tomers, national and local. 23% of 
the tv and 37% of the radio out- 
lets said they had a retail (local) 
ecard. 17% of the tv and 22% of 
the radio stations indicated that 
an advertiser could qualify for the 
local rate if he were billed locally. 
9% of the tv and 7% of the radio 
stations said they would like to 


have a further clarification be- 


yin © Ce yee te 1 Or ee 


fore answering the letter. 

Representatives’ sources inter- 
pret this move on the part of Ayer 
as the opening gambit in a drive 
to get Armour accepted at the 
local rate. 


@ Mr. Farnath said his inquiries 
are aimed at finding the facts the 
agency needs constantly to an- 
swer queries from advertisers. 


|He denied that he had deliberate- 


ly set out to push through a local 
rate for any national advertiser. 
However, the agency executive 
made it clear that he intends to 
buy as efficiently as possible for 
all his clients. To him the signi- 
ficance of his survey was that it 
showed 29 to 30% of the stations 
questioned “can be had” at a far 
lower rate if an advertiser has a 
local distributor or plant through 
which the billing can be directed. 

(The 29 to 30% figure was 
achieved by combining the sta- 
tions which said they billed locally 
under certain circumstances with 
those who said they needed more 
clarification on the issue.) 

“If we can qualify for these low 
rates, we will,” Mr. Farnath said. 

Mr. Farnath thinks the prob- 
lem could be solved if.- stations 
had only one rate card, which 
“applied to anybody and every- 
body.” He added a qualification to 
say there should be one ex-ep- 
tion—the retail merchant, who 
sells only to a limited area, and 
who therefore should be entitled 
to a special retail rate. 


# A fact finding project of a sim- 
ilar nature but on a larger scale 
has been undertaken by Larry 
Webb, managing director of the 
Station Representatives Assn. 
Mr. Webb is compiling a list of 
all the single-rate radio stations 
in the U.S. This has turned out to 
be a more difficult assignment 
than one would expect since some 
stations are reluctant to go on 


jrecord and others have a very 


flexible setup. 

The SRA has been circulating 
as informational matter the na- 
tional-local rate policy statement 
issued last May by the Tod Storz 
group of stations. Their defini- 
tions contain so many exceptions 


\that they defy summation, but 


reps say they did help to clear 
the fog by setting up a specific 
list of national and local accounts. 


® Arthur McCoy, John Blair & 


|Co. exec vp and head of the SRA’s 


trade practices committee, thinks 
this is a step in the right direc- 
tion. “We’ve got to clean this 
problem up and do it now just as 


|the newspaper peuple did 20 years 


ago. We need a set of defini- 
tions and we need to stick to 
them.” 

The eventual solution, Mr. Mc- 
Coy feels, lies in the adoption of a 
single rate; 13 out of 40 radio 
stations represented by Blair al- 
ready are on a single rate. 

Meanwhile, all the representa- 
tives have their hands full as 


|they seek to keep more broad- 
|easters from breaking ranks and 


signing contracts with national 
advertisers who come disguised as 
local business men, + 


Oshkosh Appoints Monk 

Oshkosh B’Gosh Inc., Oshkosh, 
Wis., manufacturer of casual and 
work clothes for men and boys, 
after an association of more than 
20 years with Erwin Wasey, Ruth- 
rauff & Ryan, Chicago, has ap- 
pointed Howard H. Monk & As- 
sociates, Rockford, Ill., to handle 
advertising, marketing and public 
relations. The company reportedly 
is switching most of its billing to 
direct mail, a specialty of the Monk 
agency. 
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Last Minute News Flashes 


‘Save,’ Consumer Merchandising Digest, to Bow 

New York, July 25—Save, new bi-monthly digest-size magazine with 
a guarantee of 25,000,000 U. S. households, will bow next March. It 
will offer information on special offers, discounts and premiums that 
manufacturers offer householders through retailers, plus actual cash- 
redeemable coupons. In addition, it will digest articles on fashion, dec- 
orating, cooking and beauty aids from other magazines. Save will 
charge $3 per 1,000 for a full-color page with no extra charge for bleed. 
Publisher is Inez Holland, former president of Inez Holland House, toys 
and novelties manufacturer. “Save,” she says, “is not designed to take 
the place of current advertising media, but is meant to supplement by 
merchandising them.” Owner is Rapid-American Corp., parent com- 
pany of Rapid Electrotype Co. and American Colortype Co. Advertis- 
ing for Save will be handled by Sterling Advertising Agency. 


Anderson Named Richards Marketing VP 


New York, July 25—Donald Anderson, formerly vp and Warner- 
Lambert account executive at Sullivan, Stauffer, Colwell & Bayles, 
has been appointed vp in charge of marketing of Fletcher D. Rich- 
ards Inc. The move is part of Richards’ plan to attract package goods 
accounts. At the same time, Samuel Gill, recently named media vp 
at Richards, will also take over research responsibilities, and John 
E. Shepherd, formerly research head, will become administrative 
vp, reporting to Sherwood Dodge, exec vp. 


Compton Absorbs Goldthwaite-Smith in S.F. 


San Francisco, July 25—Goldthwaite-Smith Advertising Agency 
here has been absorbed by Compton Advertising, New York—Comp- 
ton’s third merger on the West Coast this year. 


Record Sales 
Mark General 
Mills’ 30th Year 


(Continued from Page 1) 
tributing it with six Sunday news- 
papers on Aug. 3. 

The six newspapers carrying the 
supplement will be the New York 
Herald Tribune, Chicago Tribune, 
San Francisco Chronicle, Boston 
Sunday Herald, Minneapolis Sun- 
day Tribune and St. Paul Sunday 
Pioneer Press. Financial centers, 
good markets and areas where 
General Mills has “important op- 
erations” were chosen for the sup- 
plement distribution. 

“In this way, we’re taking the 
story of General Mills’ 30th anni- 
versary year—a year of achieve- 
ment—to financial leaders and the 
general public in some of the coun- 
try’s key centers,” according to 
Harry A. Bullis, chairman, and 
Charles H. Bell, president. “We 
believe that such broad publicity of 


S. W. Farber Appoints Peck Advertising 

New York, July 25—S. W. Farber Corp., manufacturer of cooking 
utensils and electrical appliances, has appointed Peck Advertising to 
handle its account. Formerly with Dowd, Redfield & Johnstone, the 
account follows Andrea Radio Corp., which recently made the same 
move (AA, July 21). Sanford Hirschberg, exec vp at Peck, handled 
the Farber account at Norman D. Waters & Associates and then 
brought it to Dowd, Redfield in 1955. He left Dowd, Redfield for 
Peck in January, 1957. 


Blue Coal Switches to Monroe Greenthal 
New York, July 25—Blue Coal Corp., which distributes throughout 


the East, Midwest and Canada, has moved its account from Sullivan, | 
Stauffer, Colwell & Bayles to Monroe Greenthal Co. The account bills | 


about $600,000. A fall campaign now being prepared will use news- 
papers, radio and extensive point of sale. 


Gardner Adds Bourbon Supreme 

New York, July 25—American Distilling Co., Peking, Ill., has ap- 
pointed Fred Gardner Co. to handle advertising for its Bourbon Su- 
preme. Gardner thus becomes sole agency for the distiller, with a 
product line including Guckenheimer, Grand Old Parr, Tovarisch, 
Dunphy’s Irish, Stillbrook and Sandy MacDonald. Jackson, Haerr, 
Peterson & Hall, Peoria, formerly handled Bourbon Supreme. 


FCC Delays Toll TV Decision One Year 


WASHINGTON, July 25—Toll television will have to wait at least an- 


other year before getting off the ground. The Federal Communications | 


our annual report will increase un- 
derstanding of General Mills and 
its place in the nation’s economy.” 
| This year’s annual report, in the 
form of a 20-page supplement, also 
carries added information on com- 
pany products, including a number 
of new Betty Crocker recipe ideas. 
Financial statistics are simplified 
and kept to a minimum. 

For stockholders, employes and 
for promotion purposes, the report 
is printed on heavier stock and 
includes a tipped-in statistical sec- 
tion which is “easy to remove for 
convenient filing,’ General Mills 
says. 


® The company had the report 
printed in color for distribution to 
the newspapers and received a 
corresponding reduction in rates, 
the company says. Costs for dis- 
tributing the report in this man- 
ner will run “upwards of $200,000,” 
GM says. 

All told, about 3,000,000 copies 
of the report will be distributed 


Commission has decided to wait “until the sine die adjournment of the via the er ive copies for 
first session of the 86th Congress” before granting any applications. | St°Ckholders and for promotion 


FCC Chairman John C. Doerfer announced the delay today in a letter to 
Rep. Oren Harris (D., Ark.), chairman of the House interstate com- | 
merce committee. 


purposes. 

As far as General Mills knows, 
| this is the first time a food com- 
pany has distributed its annual re- 


United Shoe Machinery Names J.C. Dowd ‘port in this fashion, The report, 


Boston, July 25—-United Shoe Machinery Corp. has appointed John 


General Mills says, was edited 


C. Dowd Inc. for advertising and promotion of consumer products. | ™UC — for ogre oe 
Sutherland-Abbott will continue to handle United’s industrial products. | and is less formal than its usus 


Grant & Wadsworth, New York, had handled consumer advertising. 


Music Makers Suit Threatens TV Movies 


New York, July 25—A court test which could rock the movie dis- | 
tribution segment of the tv business was started in U. S. district court | 
here this week by three music publishers who claim that their tunes | 
in old movies have not been properly licensed for tv use. Three sepa- 
rate actions—by Shapiro, Bernstein & Co., Broadway Music Corp. 
and Southern Music Co.—were brought against C&C Films Inc., which 
distributes RKO movies, among others, and against Hollywood Tele- | 


reports. 
Knox Reeves Advertising, Min- 
neapolis, handled the report, + 


RCA Reports Sales, Earnings 


| Drop in Ist Half of ‘58 


A $22,463,000 sales drop during 
the first half of 1958 is reported by 
Radio Corp. of America, New 
York. Total sales were $542,554,000 


vision Service Inc., which has the Republic Pictures backlog, seeking | @Uring the first six months, com- 


damages for the lack of clearance. 'pared with the company’s $564,- 
| 990,000 record high in sales for 


Dreher Opens Montreal Office; Other Late News _ the corresponding period of 1957. 
e Monroe F. Dreher Inc., 33-year-old New York agency, has opened| RCA’s earnings were $13,544,000 
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an office in Montreal. | for the first half-year of 1958, and 
$20,311,000 for the corresponding 
|six months of 1957. Sales during 

second quarter of 1958 
| amounted to $264,215,000 compared 
to record second quarter sales of 
$269,217,000 in 1957. Second quar- 
ter net profit totaled $4,540,000, 
jagainst $7,501,000 for the same 
| period last year. 


e Peter Ripps has resigned as merchandising manager of Revlon Inc. 


to join Ogilvy, Benson & Mather, New York, as an account supervisor. | the 


Mr. Ripps succeeded Robert Bragarnick at Revlon last fall when Mr. 
Bragarnick moved to Joseph C. Seagram & Son as vp in charge of mar- 
keting. 


e Purchase of The Fisherman magazine by “a well-financed pub- 
lishing company” in the consumer magazine field is being nego- 
tiated. AA was told that The Fisherman was “not broke,” but was 
without sufficient operating capital because its backers decided 
they could no longer supply funds, pending settlement of an estate. 
Employes of the magazine, whose September issue is ready for the 
press, attempted to purchase the property but were unable to raise the 
needed amount. 


e Media Records’ check of newspaper advertising in 52 cities shows 
total linage in the first six months of 1958 at 1,308,372,792 lines, off 
7.8% from the same period in 1957. Newspaper advertising linage in 
June alone was down 6% from June 1957. Biggest percentage loser 
was the automotive classification, which slipped 21.1% in the six- 
month period and nose dived 24.4% in June. Classified was another 
big loser, down 11.8% in the first half of the year and off 10.2% 
in June. 


L.A. Pepsi Bottler Moves 
From K&E to Donahue & Coe 
Pepsi-Cola Bottling Co. of Los 
Angeles has named Donahue & Coe 
to handle its advertising. The bot- 
tling company, which operates in 
Los Angeles, Riverside and San 
Bernardino counties, has a budget 
reported close to $1,000,000. The 
|'Los Angeles office of Kenyon & 
Eckhardt, which has the nationa! 
account, was the previous agenc: 
for the Los Angeles bottler. 
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Bertsch + 
Cooper 


...it also means 
typographic 
excellence for 
ads requiring 
special attention 


Type faces used are: 
Fortune Bold * Times Roman Italic 
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; | line; 


Retailer Opinion 
Held Vital to 
Food Promotion 


(Continued from Page 2) 

The most controversial type of 
deal is the off-label promotion 
which offers 5¢ or 10¢ off the 
regular price. The biggest problem 
with these is adequate protection 
of dealer inventories. This is 
generally obtained when the re- 
tailer has at least three weeks 
notice. Better than that is floor 
stock protection from the manu- 
facturer. 


s For the past 2% years Certified 
has run a monthly report—with 
an average of 50 deals monthly— 
to determine what has happened 
with respect to inventories, price 
protection, and how well they 
worked. 

Mr. Yunker termed “half-off” 
offers misleading when two items 
are packaged together and the re- 
duction applies only to the second 
package. Restricted quantity of- 
fers are generally undesirable be- 
cause if the product goes well, 
everyone runs out before the pro- 
motion ends. Deals available only 
through salesmen are _ resented 
since they are not available to all. 

The retailer gives a great deal 
of thought to promotions, Mr. 
Yunker said. He has to, in view of 
all that are offered. Noting it was 
unusual, he reported that in one 
day recently a Los Angeles re- 
tailer was presented with 21 pro- 
motions: six for liquid detergents, 
four for packaged soap, three for 
shortening, and eight for cake 
mixes. 


® Idea selling can be as calculat- 
ing and precise in construction 
and form as product selling ads, 
E. A. McCabe, director of adver- 
tising of Convair division, General 
Dynamics Corp., declared. “Idea 
advertising” is his description of 
ads generally called “institution- 
al.” Noting he finds no textbooks 
on the subject, Mr. McCabe said 
his review of published material 
relating to this type of advertising 
jprovides these “10 Command- 
'ments” for idea selling: 

(1) Single idea; (2) soft sell, 
idependent upon the product and 
foe ° : 
jcircumstances; (3) dominant il- 
(4) intriguing head- 
(5) short copy; (6) short 
isentences; (7) short words; (8) 
isimple layout and type; (9) psy- 


_|chological sequence, and (10) uni- 
||ty of elements. 


He said such ads should not 
have more than 15% product sell. 


“Gentiemen.Her Royal Hichness The 
Princess Marcaret’ 


A ToAST—Canada Dry Ltd. saluted 

Her Royal Highness, the Princess 

Margaret, with this page in the 
Vancouver Province. 


The most compelling technique is 
four-color ads, with a minimum 
of elements, and a headline that 
interprets and blends with the 
promise of the copy. Ads lean 
heavily on interpretation through 
symbolism and as such have used 
the Statue of Liberty, the Liberty 
Bell, the American Eagle, and the 
“Vv” for Victory, he noted. 

Mr. McCabe said his company is 
always on the lookout for a recog- 
nized phrase that can be given a 
twist. Some that they have used: 
“Wide open spaces,” “All the 
world’s a_ stage,” “Opportunity 
knocks twice,” and “One if by 
land, two if by sea—but what if 
by air.” 

Special position and four colors 
are used to obtain dominance that 
gives impact and remembrance, 
“far in excess of the small extra 
cost,” he said. He reported that 
last October, Business Week con- 
gratulated the company on the 
fact that of ten ads run in 1957, 
four had attained top readership 
in the Starch surveys, and this 
was the first time in the history 
of the magazine this had hap- 
pened. + 


Morton Joins Gothic 

Alfred H. Morton has been ap- 
pointed vp in charge of tv re- 
search and sales by Gothic Corp., 
New York, management consult- 
ant. Mr. Morton, a former NBC 
and 20th Century-Fox Film Corp. 
executive, has had his own man- 
agement consultant company for 
the past two years. He will direct 
research and pre-selling activities 
for tv packagers as well as as- 
sist in program sales to networks 
and advertisers at Gothic. 


Pg oa 


Advertising Age, July 28, 1958 


Ford Exec Defends Detroit, Says Industry 
Was ‘Victim,’ Not Cause, of Recession 


(Continued from Page 2) 
domestic, were forecast at a sub- 
stantially higher level—say 600,000 
units annually—there is still seri- 
ous question as to whether our 
normal share of such a market 
would yield the profits that might 
normally be expected from the ad- 
ditional investment in styling, en- 
gineering, tooling and facilities 
that would be required.” 

Pinned down by reporters on 
the small car question, Mr. Wright 
smiled and said, “I have no inten- 
tion of letting our competitors 
know when and if we will bring 
out a small car.” 

Mr. Wright revealed that the 


House Organs Grow 
Despite Recession, 
Directory Reports 


(Continued from Page 2) 
now considered important sales 
and public relations tools. As a 
matter of fact,” Mr. Gebbie says, 
“today there is scarcely a compa- 
ny of any importance that does 
not have at least one house organ 
for employes, stockholders, cus- 
tomers, or the general public. 

“House organs by their very na- 
ture,” he says, “are less sus- 
ceptible to day-by-day or month- 
by-month business changes which 
often influence advertising or 
sales promotion campaigns in oth- 
er publications. The successful 
house organ depends upon a con- 
tinuing presentation year-in and 
year-out to make its influence 
felt. Generally speaking, current 
business conditions have little ef- 
fect on its plans. 


s “Many external house organs,” 
Mr. Gebbie says, “rival consumer 
magazines in editorial content, art 
work and budgets, and several 
have circulations well over l,- 
000,000 each. 

“In such a large field there are 
always changes, turnovers, drop- 
outs and re-evaluations,” he says, 
“but today house organs are at a 
pinnacle in terms of numbers, 
people employed, circulation, 
budgets and influence.” 

The forthcoming directory re- 
ports a substantial trend toward 
house organs that go not only to 
employes but to customers, stock- 
holders and the general public. 
“These magazines, called combi- 
nation house organs,’’ Mr. Gebbie 
says, “together with the purely 
external type of publication, ac- 
count largely for the tremendous 
circulation gains of the last few 


years.” # 


advertisers. 


“Don’t send a boy out to do a man’s job,” 
says the Wizard. To sell Waukeganland 
housewives, advertisers have long known 
that they must use the Waukegan News- 
Sun, the housewives’ own local newspaper. 
The News-Sun is the homemakers’ last min- 
ute guide on where to shop and what to buy. 
To sell her, Chicago chains with Waukegan 
outlets have long been consistent News-Sun 


YOUR SALES WILL FLOAT HIGH WHEN YOU MAKE THE 
NEWS-SUN YOUR PRIME MEDIUM IN WAUKEGANLAND 


Y 


y 


Waukeganland’s per family income in 1957 was sixth ranking in the 
nation. Effective penetration of this rich market, 50 out of 100 of the na- 
tion’s top advertisers will say, must include The News-Sun. 


1959 Fords “will be altogether new 
—every piece of sheet metal is dif- 
ferent. Generally speaking the car 
has some of the Thunderbird in it, 
and I think you will be pleasantly 
surprised at its crisp, integrated 
appearance, its formal lines, its flat 
roof, the illusion of greater size, 
and the subtle selection of colors. 
You will also find greater operat- 
ing economy and added quality 
features.” 

About the 1959 market, he said: 
“Frankly, I am quite hopeful. The 
decline in automobile sales appears 
to be behind us. It ended in March, 
and we have since seen an upturn 
in sales. In the 1938 and 1954 re- 
cessions, the upturn in car sales 
came about six months ahead of 
the general economic recovery. I 
hope that the current sales increase 
is a similar good omen.” # 


IS NUMBER 2 IN 
PHILADELPHIA... 
AND IT TAKES 2 
RADIO STATIONS 

TO COVER THE 

NATION’S #4 
MARKET! 


Contact WRCV or 
NBC Spot Sales. 


WRCV ° 1060 
Sold by NBC Spot Sales 


Source: NSI, Philadelphia Area, April-May 58 
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You can tell how the pulling power of 
Washington, D.C. newspapers is rated by these 


-month figures of 


f= The Washington Star 


is Again during the first six months of 1958, The Washington 
4 Star was the overwhelming choice of Washington’s biggest 
: and most successful advertisers. It is further proof of a point 
: we've made again and again. . . that the advertisers in the 
’ best position to judge the pulling power of Washington’s 
three newspapers pick The Star as their first and most 
important medium! 


64.1% TOTAL LINAGE LEADING SPECIALTY STORES 
vs. 30.7% for The Post-Times Herald & 5.2% for The Daily News 


52.7 % TOTAL LINAGE DEPARTMENT STORES 


vs. 34.6% for The Post-Times Herald & 12.7% for The Daily News 


j 51.0% TOTAL LINAGE RETAIL DRUGS 


vs. 33.3% for The Post-Times Herald & 15.7% for The Daily News 


49.4% TOTAL DAILY LINAGE RETAIL CHAIN GROCERS 
vs. 39.7% for The Post-Times Herald & 10.9% for The Daily News 


It’s been happening month after month for years and years because 
it’s a family habit in The Nation’s Capital to shop the ads at home in 
The Washington Evening Star. 


The Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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